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Rough Proofs 


Schick is now making electric 
razors for ladies. About the only 
men’s product they don’t seem to be 
in the market for is toupees. 


Flit released 2,001 flies in the 
Miami area, offering cash prizes for 
their capture, dead or alive. Every- 


body laffed except the board of 
heaith. 

v,vyY 
Trade barriers erected by the 


states are termed “economic insan- 
ity.’ And unfortunately, the records 
show that in the U. S. A. insanity 
is on the increase. 


the South 


“When motoring to 
Pole, rely on Exide.” 

But don’t forget your red flannel 
underwear. 


vveegy? 


Tested Papers of America, Inc., 
offers a paper napkin guaranteed to 
be full lap size. But they hope the 
first customer won't be Kate Smith. 


Alfred M. Corrigan says humor 
in advertising has followed national 
syndicating of comic strips, most of 
which provide everything 
entertainment line except comedy. 


. @ 


Business men, Jim Farley assures 
us, advertise in the Democratic con- 
vention book because of the direct 
benefits which accrue. And Jim 
certainly is in a position to know. 


vv 


Eighty per cent of the groceries 
now sell cigarettes, reports Pro- 
gressiwe Grocer. The hand that 
rocks the cradle also beats dad to 
the draw. 


. © © 


With Art Nielsen chosen for out- 
standing achievement in Chicago 
idvertising, the tabulating machine 
it last is recognized as a primary 
source of merchandising inspiration. 


, FY 


Adam and Eve are now being 
broadcast by General Mills, which 
evidently believes that at one time 
other the first lady traded her 


, 


“g leaf for a rolling pin. 


, F @ 


T) 


Drive to Oregon in rhododendron 
don’t get too poetic and try 
lyme it. 
io Ce, 

=... Spite of the cold weather, 
*lorida has done a record tourist 
ness this season. Consequently 
Promotion efforts of heating 
‘pment manufacturers aren't re- 

‘ded as too insulting. 


ee 


smart lad revived 1910's 


popular slogan, “Watch the 
Go By”? 


Copy Cus 


YEAR OF SAFETY 


THE VISION OF MEN WITH WINES 


COMES TRUE 


=. UNITED @ ain Lives 


~~ . 


Special copy for United Air Lines which 
appeared in metropolitan newspapers 
Wednesday, hailing the completion of a 
year of safe flying by all of the country's 
airlines. (Story on Page 25.) 


Patman Suggests 
Modifying Chain 
Store Tax Bill 


Washington, D. C., March 27.— 
Major modifications in his chain 
store tax bill were urged by Repre- 
sentative Wright Patman, Texas 


in the | 


Democrat, when he appeared today 
at the first hearirg on the measure 
before a alouse ways end "means 
sub-committee. 

One suggestion he made was that 
persons operating not more than 
50 stores in a single state or within 
a 100-mile radius of the national 
headquarters be exempted from the 
tax. He also urged that the tax 
be cut in half so that it would range 
from $25 for each store in excess 
of 15, to $500 for each additional 
store in excess of 500. 

Rep. Patman said he was 
favorable to an extension of the 
| period for carrying out the “death 
| sentence” clause, forcing liquidation 
| of chains, from two to seven years. 


also 


|He also wants the measure to in- 
clude filling stations, heretofore 
exempt. 


In support of his measure, 
charged that chain stores destroy 
credit, result in concentration 
money, and, eventually, monopolies. 
He claimed that in some localities 


10 per cent of the business in vari- 
ous fields. He urged the passage of 


Calls Tax “Unconstitutional” 

D. C., March 28 

The proposed chain store tax is 
“clearly unconstitutional,” Weaver 
Myers, head of the legal staff of the 
Congressional committee on internal 
revenue taxation, a standing com- 
mittee, declared in an opinion given 
lthe sub-committee hearing argu- 
iments on the Patman bill today by 


Washington, 


| Rep. John W. McCormack, the com- 
mittee’s chairman. 

The consensus was that the bill 
| would still be in committee when 
Congress adjourns, thus effectively 
killing it 
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| 


the | 
nation’s No. 1 chain store antagonist | the music the latter controls com- 


of grams. 


his measure as a means of usifig 
taxing power to “remedy social | 
evils.” 


No Blitzkrieg in 


Music Battle: War 


of Words Continues 


ASCAP Aims at Sepa- 
rate Station Deals Start- 
ing April 15 


New York, March 28.—Like op- 
posing forces in a military struggle, 
radio broadcasters and the Ameri- 
can Society of Composers, Authors 
and Publishers this week continued 
their maneuvers and “war oft 
words,” with neither side indicat- 
ing a willingness to recede from its 
Stated position and with the new 
ASCAP contract seemingly dang 
ling in midair awaiting a nod from 
some individual broadcasting sta- 
tion. 

Following the disclosure of 
new ASCAP proposal offered to re- 
place the existing agreement which 
terminates Dec. 31, and the desig- 
nation of April 15 as the date for 
the start of negotiations with broad- 
casters, networks and independents 


|appeared determined to maintain a 


united front, while the opposition 


seemed equally determined to split | 


the ranks asunder. 

Warning small broadcasters 
against accepting ASCAP'’s “tainted 
candy,” the Independent Radio 


Network Affiliates, Inc., issued an 
appeal for support of Broadcast 
Music, Inc., organized under Na- 


tional Association of Broadcasters’ 
auspices as a new source of supply 
of musical talent. 


Perpetuates Unwanted System 


“In its present form,” IRNA 
pointed out, “the ASCAP proposi- 
tion perpetuates a tax on gross 
receipts of every station and shuts 
out the possibility of paying only 
on programs or for music as used 
This is contrary to the declaration 


of principles of IRNA and to that | 


extent also the ASCAP proposition 
is unacceptable.” 

Accusations and denials continue 
to fly between ASCAP and the 
broadcasters. Broadcast Music, Inc 
challenged ASCAP’s assertion that 
prises 75 per cent of all radio pro- 


casting survey, 
program 


a 12-week 
which showed 


covering 
analysis, 


chain stores have taken more than | that music occupied 58.2 per cent 


of all program time. The ASCAP 
statement that music makes up 70 


per cent of all material used in 
commercial time on the air was 
termed “even more incorrect and 


(Continued on Page 28) 


the | 


BMI cited a National Broad- | 


FCC's Drastic 


Stand on 


Television Stuns Trade 


APRIL FOOL COPY 


OR ALBERS NAMIES eed 4 dorennee 


There's no foolery about the 1940 Buick, 

says this big newspaper advertisement 

scheduled for appearance in major mar- 

kets on April |. Arthur Kudner, Inc., 
is the agency. 


Crosley Account 


to Durstine; Four 
Added to Staff 


Cincinnati, March 28.—R. C. Cos- 
grove, vice-president and general 
manager of the Crosley Corpora- 
tion, yesterday announced that Roy 
S. Durstine, Inc., New York, had 
been appointed to handle advertis- 


: 
| ing of all the company’s products. | 


H. G. Little, who recently re- 
signed as vice-president of Lord & 
|Thomas, will join the Durstine 
agency as account executive on the 
Crosley account. 


Adds to Staff 


Mr. Durstine, who is in Cincin- 
| nati and expects to remain here for 
|about two weeks, also announced 


.| the addition to his staff of George 


Cooke, formerly with Stromberg 
| Time Corporation; Walter J. Daily, 
who was formerly in 
| advertising and sales promotion for 
General Electric Company in Cleve- 
land, and who recently has been 
engaged in sales promotion activi- 
ties, and Matthew Hufnagel, until 
recently with Batten, Barton, Durs- 
tine & Osborn 

Advertising plans for the Crosley 
laccount have not been completed 
jas vet, ADVERTISING AGE was told. 


Last Minute News Flashes 
‘Move to Control Copy for Nylon Hose 


New York, March 29 


tising claims for an important 


An unprecedented move to control the adver- 
new product in 


advance was launched 


here today when a joint committee of the National Retail Dry Goods As- 


sociation and the National 
to draft a statement of 


tha 


claims 


t 


Association of Hosiery Manufacturers began | 
Nylon 


can truthfully be made for 


charge of | 


RCA Cancels Adver- 
tising; Dealers Utter 
Lamentations 


By IRWIN ROBINSON 
New York, March 28. 
the lusty infant that was being 
groomed to discard its swaddling 
| clothes, this week appeared destined 
to continue in diapers, at least until 
settlement of the industry row 
caused by the Federal Communica- 
tions Commission’s order rescinding 
a previous order 
that would have 
| permitted limited 
commercial spon- 
sorship begin- 
ning Sept. 1. 
The FCC edict, 
which burst like 
a bombshell last 
weekend, imme- 


Television, 


| diately on the 
heels of RCA 
Mfg. Company’s 


inauguration of 
anaggressive 
'television  mer- 
chandising campaign, had four im- 
mediate effects: 

1. Cancellation of all RCA tele- 
| vision receiver advertising. 

2. A considerable degree of 
gloating on the part of radio manu- 
facturers who have not seen eye to 
eye with RCA on the question of 
whether or not television is ready 
for the public. 

3. Resentment on the part of 
radio dealers in the metropolitan 
area who looked to television as the 
dynamite that would smash sales 
resistance caused by public fear 
that current purchase of radio re- 
ceivers might result in early obsol- 
escence. 

4. Confusion in the minds of 
consumers over the new art which 
was hailed as a reality by RCA 
only a few days ago in large-space 
newspaper insertions, only to be 
encompassed in a huge question 
mark by the FCC—an event which 
was accorded liberal newspaper 
publicity. 


David Sarnof 


Next Scene in Washington 


opments, the next chapter in the 
hectic career of the lusty infant 
will be opened in the Commission's 
hearing room in Washington, D. C.. 
April 8, when the situation will be 
|further explored. The FCC state- 
ment asserted the new inquiry was 
|needed to determine whether “one 
manufacturer, gaining an unfair ad- 
vantage over competition, may 
cause them to abandon the further 
research and experimentation which 
jis in the public interest and may 
result in crowding them into the 
market with apparatus at present 
| efficiency levels.” 

| The Commission also declared 
‘that RCA’s advertising and mer- 
chandising campaign is “construed 


| Barring new, unexpected devel- 
| 
| 
i 
| 
| 


hosiery when the new product goes into national distribution May 15 |as a disregard of the Commission’s 


Thirty-six mills have been licensed 


by du Pont to make the hose. Fears 


have been expressed that the widespread publicity accorded Nylon has 


led the public to expect almost miraculous properties from the new fibre. | nique 


Hotchkiss Leaves NBC for Sherman K. Ellis 


Chicago, March 29 
taff of National 
Sherman K. Ellis & Co.. 
Mr. Hotchkiss was with 


Charles Hotchkiss 
Broadcasting Company to 


resigned from 
bec radio 


has the sales 


yme director of 


Chicago. Before joining NBC three years ago, | 
Theodore B. Creamer, Advertising, Los Angeles. | 


Malcolm Smith Joins Kenyon & Eckhardt 


New York, March 29.—Malcolm F. Smith, who resigned recently as 


director of 


idvertising promotion for Crowell-Collier Publishing Com- 


pany, will join the executive staff of Kenyon & Eckhardt, Inc., Monday 


findings and recommendations fo 
further improvement in the tech- 
and quality of television 
transmission before sets are widely 
sold to the public.” 

The only comment forthcoming 
from RCA was an expression of 
“amazement” on the part of David 
Sarnoff, president of the company, 
who pointed out that RCA ha: 
spent nearly $10,000,000 “in devel- 
oping television and in trying to 
| create a new art and a new indus- 
wry.” 
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pe 


i ee 


~ ssNOLOGY DEPT: ; ; 
———— 1 
WEEKLY at 160 ._ * 
F OHIO/ST. 
DE 37 : 
> 4 
* nn  —————————eeEeEEEEEEEEEE————— ss + if 
A ' . i 
on ee oe on a | es i 
2 ; ae . = pe . : | ’ a 
ee Sans din we Se P| gal 
vv, : =e eh, s : at a 
Ce gM alc yee ——————— ,. 
ea ee 
es ‘ees 4 ices 
£ ee oa 
“ f és 4 4 
| ee Doi gn Vales fd 
| == ot oe a 
” > | ee ee ee ee os Yan 
ques stage! _ =e SSS SSSSSTST a. 
— per elatetiocs SATS 2 
: aE ns) Te pene ’ 
. | - a roe | — —<—< ii 
| - | | mnmeapeawers GEataeaneaeaes = 
= £47 | Sees SSS 7 3 
eh Niel 5 SENET Td te ill 51d icant ange Ps. 
a end paw wan) wander why saupis every i — 
' y | e 
ee eae ; . 
Cd rae 
Best iS a . . 
Ee a 
a Eee ee 
Pt = i r 
_ = ioe 
ee rf 
| Etat 
' Wes me 
, a 2 : it 
# ae " f, 
- r vie el 
— rie 
| - 
ee 4 de 
ee . | 
ee PF - 
: 
jog ian » 
J we i: “ae 
. ee 
ee a 
a 
a 
ttt ; . 
Fe 
Mo y 
al 
a ¢. 
— | 
nS ee et 
Sern, 
* 
wr a 
Ford Po | 4 
SS 
as a ; 
Cee MMT cag eg te age OE Me NMS re py ee gi See me ae Rn Oe ae ae 
ss SSPE, & . Ei ° = we 7 » a od Oe Wyte TT: " ae . 4 25" Tie die Pe Sy ab ew Fs aad st Ste a a a3 ee ary be re ay Sek ee oe . F ie > es nee E 2 “Y 
ite i Te se es te eh Ae, Mi MR Tn. a. Be NC ee Mo) ee rp ee, a a a 


eo 
+ 


- 3 


e aes ae ae ©: abst | SS: : Jan os ae me : 
2 ADVERTISING AGE April 1, 1949 
ceeding exactly in accordance = oe apg 4 of — henna Two Name Artwil U. S. MARRIAGE MARKET CHARTED 
the order on the subject recently | found in the test area and to have i — 
‘a. ‘ ‘twil Company, Advertising, - - 
adopted by the Commission,” he been favorably impressed with the a Sa emma m2 appointed og U | U si } | 25.114] a 
added satisfaction registered by set direct the advertising of L&B Hosi- | 5 see y—— 
FCC Knew Plans Owners. ery Company, New York, and Na- | 8 WEDD! ks 
: Industry spokesmen could offer) tional Bookbuyers, New York. | AND | JU 
One curious aspect of the di- | no explanation of the sudden FCC! Newspapers and magazines will be | JEWELRY SALES 
lemma, ADVERTISING AGE has _ about-face. used for both accounts, in addition 
learned, is the fact that RCA’s pro- Dealer members of the Electrical | t¢ direct mail for National Book- | 
motion campaign could by no and Gas Association of New York, | 0Uyers. ¥ 1 
stretch of the imagination have been | representing about 200 retail tele- . A | . T 
a surprise to the FCC and the plans vision outlets, were vociferous in | Appoints Weinberg oa 
must have been entirely familiar to| their condemnation of the Commis-| Arrowhead Springs Corporation, | * a a 
members of the Commission at the) sion’s action. In a letter to the€/| operator of a hotel and spa _ in| =~ A aa 
time the commercial television an-| FCC the group declared that the | Southern California, has appointed | we 
nouncement was made Feb. 29. blast at television had crippled ra- | Milton Weinberg Advertising Com- 4%. ae 
Before launching its campaign in dio as well as television receiver | pany, Los Angeles, to handle wet 
New York RCA tested the public|sales. They laid the blame for the scone — Pari oe crm will "| | 
reception to television programs | Commission’s edict squarely on the POSES S — +— | 
: | used. 
and receivers by conducting a con-!| shoulders of manufacturers who, _ | 4 | } | | idieal 
centrated sales drive in the New-| they said, were not prepared to . JAM. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 
burgh-Poughkeepsie area, selected| place their own wares on _ the} F. M. Hall Joins CBS | ~ “ : 
because it is at the fringe of the] market. Frederick Mordaunt Hall, for- Each year Jewelers’ Circular-Keystone makes a study of the marriage situation 


60-mile transmission radius sup- 
posed to be the range of present 
equipment. Several members of the 
FCC, ApverRTISING AGE was _ in- 
formed, were invited to check the 
RCA activities in that area and they 
not only 
emanating from the Empire State 
Building transmitter but also visited 


listened to programs | 
|in the preparation and production 


KDYL Inaugurates 
Listeners Council 


Station KDYL, Salt Lake City, 
has enlisted the assistance of 30 
representative listeners to guide it 


of its programs. The group is known 


the homes of actual set buyers in| @S the Listeners Advisory Council 


Newburgh and Poughkeepsie to 


|and will meet with members of the 


; ; | station’s staff once a month. 
secure a first-hand impression of | 


consumer reaction to the new art. | 


Bulletins will be sent to the coun- 
cil at intervals to maintain close 


FCC members were said to have | cooperation. 


merly dramatic critic for the Boston 


department of the Columbia Broad- 
casting System. From 1923 to 1935 | 


Transcript, has joined the publicity | 
| 


he was motion picture critic and edi- | 
of the film department of the | 


tor 
New York Times. 


Clothier Begins Drive 


Witty Bros., Inc., New York cloth- 
ier, has begun its spring newspaper 
campaign with copy featuring 
“fingertip control” in tailoring. Nor- 
man D. Waters & Associates, New 
York, is the agency. 


lus Rapip 


SPU 


TRANSPORTATION 
Easy COMMUNICATION 


These factors unify the 49: STATE 
© into one GREAT COMPACT MARKET 


The Globe-Democrat ,with circu~ 
lation covering this famous market gave to it 
the name “49¢, State”--- Showed the business 
world how StLouis, only metrop 
dominates the entire market--- Showed how 
rail, highway and wire communication link this 
community to StLouis,The Trading 


Business flows throughout the 49% State 
as smoothly as within a city- 


olis in the area, 


tee —— 
Pm Ad TT 

7” =», 
* Ate oe trate 


Center 


The chart shown here, from the current 


study, indicates that a surprisingly large 


percentage of marriages take place in August and September, while jewelry sele: 
and presumably also promotion, are at low ebb. 


| 
| 


} 


Mefeoric Quints 

Raise and Lower 

Miami Spirits 
Philosophic Residents 


Recall That Bathing 
Cuties Still Survive 


Miami, Fla., March 27.—This 
town, the most publicity-conscious 
in the country, was raised to the 
heights and cast into the depths in 
the short span of 48 hours last week 
when it seemed that fate was about 
to put Miami in a tie with Callen- 
der, Ont., as the home of quin- 
tuplets. 

The story of the prospective 
arrival of the heavily burdened 
stork broke last Wednesday in the 
Miami Daily News, afternoon paper, 
which published pictures of Mr. 
and Mrs. Emory Callahan and 
quoted an unnamed physician as 
believing, based on_ fluoroscopic 
examinations, that the bride of 
eight months was about to have her 
first five together. The smile pic- 
tured on the face of the attractive 
22-year-old Mississippi girl ex- 
pressed the triumph of inexperience. 

The Miami Herald followed the 
next morning with the announce- 
ment that it had the happy couple 
under contract for exclusive news 


}and pictures before and following | 
also | 


was 
widespread 


the multiple births. It 
learned that due to 


national publicity which followed | 


the news break, advertisers were 
already showing interest in possible 
promotions built around the new 
challengers of the Dionnes, and that 
the Herald contract covered this 
attractive possibility as well. 

Then the blow fell. The Herald 
had arranged to remove Mrs. Calla- 


ban to a hospital from her frowsy 
| $2-a-week room and to give her the 
best that the medical world has to 
| to offer in prenatal care. The first 
| thing done was the making of new 
| X-ray tests, and the plates promptly 
| disclosed that the already famous 
| prospective mother was running 
| true to form and could expect but 
| one infant this time. 

The shock to Miamians was ter- 
tific. The school of thought 
ew insisted that something more 
/be done to keep Biscayne Bay and 
| environs in the spotlight than to get 
| bathing girl pictures in the roto- 
| gravure sections was particular); 
discomfited. Exponents of this point 
| of view had visioned a type of pub- 
| licity which would be more dra- 
matic, unusual and effective than 
could be provided by even the most 
luscious beauty queens who eve: 
graced a golden strand. 

On the other hand, the bathing- 
beauty advocates, who have in- 
sisted all along that properly filled 
one-piece bathing suits represent 
good, healthy, all-year-round pub- 
licity diet, familiar and acceptable 
both to editors and the public, took 
the hard blow philosophically. They 
vould have welcomed the quints, 
had they seen fit to land in the 
Miami area, but with reservations 


Now they can go ahead in the 
accustomed grooves without fear of 
serious competition. 

As for Mr. and Mrs. Callahan, 
they were naturally disappointed 


Mr. Callahan, a hard-working sand- 
ing machine operator in a furniture 
factory at $15 a week, had alread) 
made plans for retirement. But 
after giving the matter serious con- 
sideration, he assured his bride, as 
she prepared to return to her mod- 
est abode, “Honey, if you're as good 
to the baby as you are to me, the 
| three of us will have more fun 

a barrel of monkeys.” 

And the advertising world 
have to keep its collective chin uy 
just as bravely as Miami and the 
Callahans. 


POINTS TO 


SYRACUSE 


just released 
by the Syro- 
cuse Internal 
Revenue Burecu. 
That's why the Syr- 
acuse area is regarded 
by Business executives 
asa “Blue Chip" market! 
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Hu sewife” market as big hd 
as Cleveland’s is sold every a 
day by The New York Times in 
New York's Profit Half alone 


An advertiser with Ohio on his mind 
would certainly not overlook Cleveland. And adver- 


tisers with New York on their minds should not over- 


look the “super Cleveland” « overage of The New York 


Times. 


Because on any typical weekday, in the Profit Half of 
the New York market alone, The New York Times 
reaches more housewives than there are in all of 
Cleveland—221,.840 of them. 


And on any typical Sunday, The Times reaches more 
housewives in the Profit Half of the New York market 
alone than there are in all of Philadelphia—414,180 


of them. 


These are some of the facts shown in a study just made 
by the Houser Associates, independent researchers, 
among housewives in the high and medium income 
neighborhoods of New York City and suburbs — the 
Profit Half of the market. 


These facts prove the power of The New York Times 
to sell goods . . . because they show the strength of 
The Times among the women who buy most of the 
venerally advertised goods sold here. They show why 
New York department stores last year placed more up- 
stairs advertising in The Times (everything but bar- 
gain basement promotions) than in any other New 


York newspaper. 


Here is a combination of ‘“‘mass” in 


numbers and “class” in buying power equaled by few 


= 


newspapers. It is a combination that spells profit to 


advertisers who make full use of it. 


The New fork Times L 


THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES « CHICAGO «+ DETROIT « SAN FRANCISCO « LOS ANGELES 
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‘ten Bureau Promotes 


Mi 
suse of Rep ly Iced Tea for Summer 
A total of 2,537 outdoor posters 


Envelopes Fought 
* in 5 cities and fo ational 
by Post Office a Mn will be a le The Tea 


Bureau, Inc., New York, in its an- 
Washington, D. C., March 28.—In 

an effort to prevent 
business reply cards and envelopes, 
“which are sometimes returned to | : 
permit holders with fictitious names | in bathing costume, the posters will 
signed thereto or with propaganda, | S¢¥Y_ that “Tea Is Delicious—Tea 
advertising literature, blank papers, | Cools You Off. Good 


- ot snphans » matter incloced | Copy is_ scheduled for 
- ot her extraneous matter inclosec Housekeeping, Life, McCall’s and 
1erein, 


the Post Office department | |The Saturday Evening Post. Other 
has authorized the use of a warning | details of the campaign, including 
notice on the backs of such cards| newspaper schedules and 
and envelopes. |merchandising efforts, were de- 

The warning, which may be used | scribed in ADVERTISING AGE, Feb. 5, 
on all cards and envelopes a 1940. William Esty & Co., New 
tributed under Section 510, P. 4 je is the ene 
R., hereafter, must read as ntiene: 

“Important Notice—The use of | Observes Anniversary 
this card (or envelope) for pur- 
poses other than the purpose for 
which it is sent is _— a —_ of the invention of movable types 
regulations and will be dealt with | by Johann Gutenberg. 
accordingly.’ | MeMurtrie, Chicago, authority on 

Sees printing, gave the principal address. 
Two Join WSAI | ————. 

George P. Moore, Jr., formerly Changes Agency Name 
with radio stations WAGA and, _ Robert J. Davis, vice-president in 
WSB, Atlanta, Ga., has joined the | charge of the Los Angeles office of 
sales force of Radio Station WSAI)} Emil Brisacher & Staff, San Fran- 
of the Crosley Corporation, Cin- | cisco, has had his name added to 
cinnati, along with William R. 

Christian, formerly with 
WGST, Atlanta. 


| nual campaign to “remind” Ameri- 


summer drink. Displaying a glass 
of tea in natural colors and a girl 


arts industry March 13 with a din- 


which now will be Brisacher, 
& Staff. 


station 


misuse of | cans that iced tea is their favorite | 


special | 


Minneapolis honored the graphic | 
ner observing the 500th anniversary | 


Douglas C. | 


the corporate title of the company, | 
Davis | 


SHINING EYES 


| emphasizes sparkling eyes. It was pro- 


Window display card for Murine which 


| duced by Forbes Lithograph Company. 


Chain Store Sales 


Tax Tossed Back 
fo State Court 


Competition No Basis 
for Refusing Radio Per- 
mit, Court Says 


Washington, D. C., March 26.— 
The question of the validity of Min- 
nesota’s tax on gross sales of chain | 
stores has been tossed back into | 
the lap of the Minnesota supreme | 
court by a split decision of the} 
United States Supreme Court, with 
the result that state authorities are 
claiming a minor victory. Justice | 
Douglas, giving the majority opin- | 


|Dunne Joins Baker 
Richard Dunne, 
Wheelock Company, Philadeiphi 


has taken over the same duties 
iynn Baker Company, New York. 


formerly manager 
of the media department of Ward 
a, 
at 


—_ 


\ 7 


Mis ts bh . ' ‘ y. ee 


efforts have been 


to our client.” 
* MAKERS OF — Blue Flame 


-\SPOT 


Aladdin Kerosene Mantle Lamps 


Sales Offices 


sid here's het Mr. E x A Fellers, Vice 
President of Presba, Fellers & Presba, 
Inc., said in a recent letter: ‘ 
has been on Mantle Lamp Company's 
‘must use’ list every one of these years 
... WGY coverage, appeal and selling 


i oe 


so thorough that the 


Mantle Lamp Company has found it 
profitable to continue its use. So, to 
WGY, our congratulations on an unin- 
terrupted 13 years of productive service 


Thermal Jars 
- Aladdin Vacuum Bottles 


Kerosene Heaters - 


NEW YORK HOLLYWOOD 
CHICAGO CLEVELAND 
DETROIT PITTSBURGH 
BOSTON SAN FRANCISCO 


ion, held that the state court in 
| declaring the tax invalid failed to | 
state whether its action was based 
|on state or federal law, 
matter of jurisdiction in doubt. If 
the decision was based on federal 
| law, the case may again go to the 
high court here. 

Under the Minnesota law there 
is a progressively increasing tax on 
chain stores based on the number 
in exess of ten. In addition, the law 
levies a tax on the gross sales of 
chain stores up to 1 per cent. The 
state supreme court previously had 
held the taxing of chain stores on 
a unit basis was valid, but had re- 


fused to sanction the gross sales 
levy. 

Chief Justice Hughes who, with | 
Justices Stone and Roberts, dis- | 


sented from the majority opinion, 
contended that the high court was | 
without jurisdiction, a viewpoint | 
which upholds the decision of the 
state supreme court. Future action 
on the tax now will hinge on how 
the state court clarifies its previous 
decision. 


FCC NEED NOT CONSIDER 
ECONOMICS, COURT HOLDS 


Washington, D. C., March 26.- 
| The Federal Communications Com- 
| mission has no right to deny a 


| pecadencting license to one station 


leaving the | 


—« 


because it may be economically 
|damaging to an already licenseq 
competitor, the United States Sy- 
preme Court ruled yesterday. The 
specific case under consideration 
was that of Station WKBB, East 
Dubuque, Ill, owned by Sanders 
Brothers. The owners of the sta- 
tion petitioned the commission t 
move the station across the Missis- 
sippi river to Dubuque, Iowa, and 
also to deny the petition to build 


|a station at Dubuque filed by the 


Dubuque Telegraph-Herald. 
Reasons for Opposition 


Station WKBB based its plea o: 
an “insufficiency of advertising rey - 
enue to support an additional statio: 
in Dubuque and insufficient talen: 
to furnish programs for an addi- 
tional station; that adequate service 
was being rendered to the commu 
nity by Station WKBB and ther 
was no need for any additional ra- 
dio outlet in Dubuque, and that t} 
| granting of the Telegraph-Heralid 
application would not serve the 
public interest, convenience and 
necessity.” 

An FCC trial examiner had rec- 
ommended that Station WKBB be 
| upheld and the newspaper's peti- 
| tion denied, but the Supreme Cour: 
ruled that the FCC act “contains n 
express command that in passing 
upon an application the commissio: 
must consider the effect of compe- 
| tition with an existing station.” 


_MANHATTAN TAX 
RULED UNCONSTITUTIONAL 


Washington, D. C., March 26 

New York City’s attempt to apply 
|a three per cent sales tax on good: 
shipped in from foreign countrie 
| was regarded by the United States 
Supreme Court as an infringement 
of the right of Congress to regulate 
foreign commerce and therefore in- 
valid, in a decision handed dowr 
yesterday. 


The high court also refused to 
lreview an order of the Federal 
|Trade Commission directing the 


Globe Candy Company, Shupe-Wil- 
liams Candy Company, and the 
Ostler Candy Company to 
selling their candies in connection 
with punch boards 


cease 


20 


DU 
ED 
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ARE REACHED 
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ADVERTISING AGE 
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From 1,219 cities, The Christian Science 
Monitor carries the advertising of 1,594 
women’s apparel stores. Among them are 
many of the keenest merchants in the 
United States . . . merchants experienced 
in the art of selling to women. That their 
Monitor advertising pays well is indicated 
by this statement from one of them: 

‘The Monitor is one advertising medium 
thatcan be checked with an unusual degree 
of accuracy, because your readers are so 
conscientious in mentioning the Monitor 
when making their purchases. We have 
also found it a most satisfactory means of 


NOTE: 


making fresh contacts, since many new- 
comers .. . tell us that their first visits 
to. . . were motivated by our Monitor 
advertising.”” (Name on request.) 

To the advertiser of any product or 
service that is purchased by women, or 
the sale of which is influenced by women, 
the judgment of 1,594 women’s apparel 
stores regarding the use of The Christian 
Science Monitor should have great sig- 
nificance. It definitely points to the 
existence of a great potential market to 


which the Monitor opens the door. 


The Christian Science Monitor also carries the advertising of 785 


department stores, many of which are leading women’s wear merchandisers. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK: 500 FIFTH AVENUE 


OTHER BRANCH OFFICES: 


Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle, 


London, Paris, Geneva, Sydney 
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Ban Sunday Sales 
of Non-Drug Items 
in Memphis Stores 


Memphis, March 28.—Vigorous 


opposition of Main street retail 
merchants to the unrestricted sell- 
ing of radios, hose, clothing and a 


host of other general items in drug 
stores on Sunday last week brought 
an unexpected ban on the sale of 


anything but drugs on the Sabbath | 


from Chief of Police Will D. Lee 

As a result, most druggists last 
Sunday refused to sell cameras, 
flashlights, radios, and in some cases 
‘ven shaving materials, restricting 
themselves entirely to drug necessi- 
ties. 

Meeting with the Memphis Drug 
Club yesterday, Chief Lee explained 
the source of complaints, and 
asserted that the new Walgreen 
super store was the principal target 
of the merchants’ ire. 


magazines, food, confections and 
tobacco can be sold freely on Sun- 


day, but drug stores must not sell | 


‘lectrical goods, toys, sporting goods, 
radios, hose, clothing, flashlights, 
electrical appliances, hardware and 
similar goods. 
Officials of the 


Memphis Drug 


Hereafter, | 
he said, drugs, toiletries, cosmetics, | 


|Club agreed to aid in_ policing 
activities to see that the ban is 
enforced. 

‘ ’ 
“Eagle” Restyled 

The Brooklyn Eagle has _ been 


‘completely restyled for greater legi- 
bility by Gilbert P. Farrar, typogra- 
phy expert who has redesigned 
numerous other newspapers. Among 
innovations made are new type 
headlines, a new masthead, body 


text set 1l' picas instead of 12 
{and the reduction of the editorial 
from eight columns to six 


page 
| 


Names Irwin Vladimir 


Irwin Vladimir & Co., New York, 
has been appointed to handle the 
export advertising of Minnesota 
| Valley Canning Company, Le Sueur, 
|Minn., for Green Giant peas and 
Niblets corn. 


Lefton Agency Moves 


Al Paul Lefton Company has 
moved from the 22nd to larger 
quarters on the 32nd floor of the 
| building at 521 Fifth avenue, New 
| York. 


Crosley Appoints Stevens 
George T. Stevens, formerly with 
| Allied Stores, has been made man- 
| ager of the refrigeration division of 
| the Crosley Corporation, Cincinnati. 


| vey 


WOXR Raises Spot Rates 
Station WQXR, New York, has 
issued a new rate card, with a 33 
to 50 per cent increase in rates for 
commercial spot announcements. 
Under the new schedule, the base 
vate for one-minute announcements 
in “A” time will be $35 instead 
of $25, and in “B” time, $20 in- 
stead of $15. Base time rate re- 
mains at $250 per hour. 


Sells Franchise 


Harvey Brothers, Midwestern 
clothing store chain, has bought the 
franchise for a radio show known 
as Sporto from Ralph Heineman 
Advertising, Chicago. The Heine- 
man agency does not have the Har- 
account, as previously an- 
nounced. 


Shartle Made V-P 


Howard J. Shartle, formerly East- 
ern sales manager of the Eureka 
Vacuum Cleaner Company, has 
been named _ vice-president 


| 
| 


| 


| 


| 


| 


| 


charge of sales for the Progress | 


Vacuum Corporation, Cleveland. 


Join Castle Films 
William B. Laub, formerly with 


Audio Productions, Inc., and Paul | tion, 


F. Stacy, formerly with N. W. Ayer 
& Son, have joined the business film 
division of the New York office of 
Castle Films, Inc. 


Bob Foster is sales manager 
widely used in ofhces. 


could get somewhere. 


him well, that except for part of “36 and “37, 


business has been just up and down, and round 


and round, for nine years. 


$$$ 


more than usual,” he complains, “one of our 


big customers switches his business, and we're 


exactly where we were. 


$$$ “We put out a swell, new 


petitors match it with something else. 


$$$ 


get them down.” 


$$$ W hat Bob Foster needs 


vourself need if, like him, you sell to execu- 


lives 
The Wall Street Journal. 
$$$ 


executives at their desks—-your point of sale. 


Your advertising in it 


W ishe 


Tells you, if you know 


“Every time my boys bring in a little 


“Our selling costs are high, but try to 


is the low-cost merchandising power of 


86 per cent of its circulation is read hy 


means 


Ve 308 


for a product 
s his company 


$$$ 


feature. Com- 


and what you 


greater con- 


sciousness of your product in the bigger com- 


panies where bigger needs are filled. 


Such impact on the right minds at the 
right time cuts selling costs by lifting volume; 


helps you off the merry-go-round. 


WALL STREET JOURNAL 


MANAGEMENT 
EXECUTIVES 


at aint af sl 
: 


| 


Fyr’ Pro Boys 
Yell, Sell for 
Dear Old Elliott 


By A. P. MILLS 


New York, March 27.—One of the 
strangest radio programs ever aired 
is being offered to early morning 
listeners in ¢his area who tune in 
the “Jimmy Elliott Sales Meeting,” 
a show which features old-fash- 
ioned college cheers by the sales- 
men for their boss, choral tributes 
to division heads whose sales lead 
the company and a daily inspira- 
tional message by the boss himself. 

Heard over Station WMCA six 
mornings a week at 8:45, the pro- 
gram is also unique in that its pri- 


in| mary object is not to sell Fyr’ Pro 


fire extinguishers, but to attract an 
army of salesmen to make door-to- 
door calls to sell Fyr’ Pro equip- 
ment. 

The sponsor is Fyr’ Pro Corpora- 
six-month old 
formed to market a new automatic 
alarm and fire extinguisher for 
homes and stores. Sales director 
of the company is Jimmy Elliott, 
the king of super salesmen 
founder of the Elliott Organization 
for the training of salesmen. 


Very Little Straight Selling 
For the past several weeks Fyr’ 
Pro has been broadcasting a por- 
tion of its daily sales meeting in 
addition to five-minute messages 


by Mr. Elliott heard twice daily 
over Station WHN and once over 
WMCA. The only program which 


is designed primarily to sell 
extinguishers and not to enlist 
salesmen is a 15-minute show on 
Sunday over Station WOR. This 
program features Arthur Tracy, the 
“Street Singer” 
ing a radio comeback. 

This morning’s “sales meeting” 
program was typical of the daily 
offering. Following the opening an- 
nouncement identifying the broad- 
cast as a Fyr’ Pro sales meeting, 
Ashley Nagle, chief of staff, who 
directs the meeting, pointed out that 
“George Murphy's Lincoln division 
has been leading in sales” from the 
beginning. 

“Can't the others catch up?” 
inquired, and back from some 150 
salesmen in the hall came a loud 
“Yes.” Next Nagle called for a 
tribute to sales leader Murphy, and 
siuice that division chief hails from 


fire 


| Kentucky, the rendition by the sales 


force was “My Old Kentucky 
Home.” A “Yea, Lincoln” cheer 
followed. 


Then it was Jimmy Elliott’s turn. 
From his most recent book of inspi- 
rational messages he read an essay 
charging the government with anti- 
business policy. When he finished 
Nagle led the boys in another yell 


in which the boss’ name _ was 
chanted in the best college style. 
Radio manager Angelo Palange’s 


“commercial,” asking salesmen to 
come to the office in quest of jobs, 


|completed the show. 


|that between 40 and 50 salesmen | 
seek jobs each day as the result of 
the radio campaign, which is the 


Gets Salesmen 


Mir. Elliott told ADVERTISING 


AGE 


only 
doing 


advertising the company is 
He expects to use the same 


| technique in developing the Fyr’ Pro 


organization to national proportions. 
iiome fire protection equipment 


| has never before been promoted on 


a large scale, according to Promoter 


Elliott. His technique of merchan- 
dising the product is to teach his 
salesmen to become “fire preven- 
tion engineers, crusading against 
fire.” 

The product itself sells for $18, 
and will soon be available in vari- 
ous colors to match home decora- 
tive schemes Now sold on a cas! 


basis, it is expected that instalment 
terms will be offered 
bell-Lampee 


soon Camp- 


is the agency 


Wilson Elects Hamilton 


James A Hamilton 


genera 


branch house and car route man- 
ager of Wilson & Co., Chicago. has 
been elected vice-president 


organization | 


and. 


of old who is essay- | 


he | 


ne 


PICTURE OF HEALTH 


Brimming vitality is portrayed in this 

direct color photography display fo, 

Swiss Kriss, produced by Einson-Freeman 
Company. 


° 

Canadian Newspaper 
Linage Gains 

| National advertising linage, re- 
| ported by 57 Canadian daily news- 
papers, representing approximate!) 
83 per cent of total circulation, was 
up 11.8 per cent in February, 1940, 
compared with the same month las! 
year. Local advertising showed an 
improvement of 5.9 per cent, classi- 
fied 4.2 per cent and total adver- 
tising linage 7.1 per cent over Feb- 
ruary, 1939. 

Total advertising linage of th 
newspapers reporting was 19,241.- 
989 in February, 1940, compared 
with 17,958,912 lines in 1939 and 
18,597,331 lines in 1938. 


Extends Pa-Pi-A Drive 

| Vanti Pa-Pi-A Corporation, Ney 
| York, has extended the current 
campaign for its soft drink, intro- 
duced last summer, to the Cleveland 
territory, with schedules of news- 
paper and spot radio advertising 


|Copy is running currently in t 
|Cleveland News and Press and 
Akron eBacon Journal. A quarter- 


hour program has been launched on 
a Cleveland station and daily spot 
announcements are being broadcast 
over two Cleveland and one Akron 
| stations. Erwin, Wasey & Co., New 
| York, is the agency. 


Promotes Carlton Blades 

Elsmere Cutlery Company, New 
York, has initiated a series of news- 
|paper campaigns in the Midwest 
and on the Pacific coast for Carlton 
|blades. H. W. Fairfax Advertising 
| Agency, New York, directs th 
; account. 


'WSJS to Join NBC 


Station WSJS, Winston - Salem. 
N. C., will join the National Broad- 
casting Company as the 188th affill- 
ite on June 26. 


ara ag 
Brine Gay 


eu 


CERAMIC 


INDUSTRY 


Building 


is strongly launched 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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Did you say Technocracy ? 


O SIR, BROTHER, you sure didn’t. Because that great 


industrial dinosaur is now practically extinct. That, 
and the NRA and Miniature Golf. 


It’s a sad experience for us all to see our pet ideas and 
“bugs” come and go—in one year and out the other. But 
it's even sadder when those schemes happen to be 
hooked up to capital. 


For instance, take advertising. Most all of us have run 
the trial-and-error gamut. We’ve all succumbed to the 
rosier looking sales stimulators. We’ve all had our share 
of little fevers—billboarditis ... pernicious radiosis .. . 
or chronic skywriting. 


And we let the old stand-bys take a back seat. Nobody 
called them “COLOSSAL” or even “TERRIFIC.” 


Sound, steady customers—it may not seem very gor- 
geous or Utopian—but that’s what many an advertiser 
is now coming back to. He says he likes showing his 
goods to two million good steady buyers instead of a 
great big unknown quantity of faddists. 


And he likes telling his story 24 hours a day 12 months 
a year. ; ; 
And that’s the whole story. When you want that kind 
of a medium, you know where to get it. 


Good Housekeeping 


(if you DON’T know, please write out these 
three statements twenty times each: 


| 80% of the buying is done by women. 


2 Awhole year’s visit—I2 pages—with a Good 
Housekeeping family costs you 3.4¢ a year. 


3 Every year there’s a new fad—every month 
there’s a new Good Housekeeping.) 
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We Sell Homes 


and Kdueation 


e 


Osborn, Scolaro, Meeker & Co. 


in the advertising of both 
Bu WasnhinGcron Posr carries more display advertising of lo 


cal schools and colleges and of houses-for-sale than any othe 


Washington newspaper. In fact, THe Wasnincron Posr last vea 


carried more such advertising than any other newspaper in America. 


Neither a home nor a school is an impulse item. Both are s¢ 
lected after long consideration, involving comparisons with othe 


7 


offerings and discussions into which most members of the tam: 


ly 
enter. 

Ability to produce results for schools and for real estate men in 
dicates several things about Trr Wasnincron Post: Its readers 
have plenty of purchasing power. Thev value important things 
home ownership and education. They read their Wasnhincros 


Posr thoroughly and with confidence. 


Here is Tue Wasninocron Post’s record: Leadership in rea 


estate display advertising for 7 consecutive vears. Leadership 


local educational display advertising tor 6 consecutive vears. You 


ire using the best newspape r ana reaching the Dest prospects 


Washington when vou advertise in Tur Posr. 


Washinaton's Home Morning Newspaper 


That’s why The Washington Post leads America 


r 


Yr 


The Washington Post 


Georce D. Close, Inc. 


Credits Townsends 
with Contributions 
fo Better Copy 


las of His Own 


New York, March 28.—The con- 
troversy that raged a couple of 
years ago over the famous 27-point 


| brothers was brought back into the 
limelight this week with publica- 
tion of “How to Write Advertising 


turer at Northwestern University 
School of Commerce, and former 
advertising manager of Marshall 
Field & Co. 


Improved Advertising Copy 


Viewing the Townsend principles 
in retrospect, Mr. Bedell credited 
the brothers with having stimulated 
a new consciousness of the need for 
making advertising pay, as a result 
of which “the general level of much 
advertising copy over the country 
has improved.” He also expressed 
the opinion that published lists pur- 
porting to be the Townsends’ “were 
not bona fide, but rather a poor 
dilution of the 27 elements.” 

While admitting that no checklist 
can possibly take into consideration 


the effectiveness of a piece of copy, 
Mr. Bedell nevertheless asserted 
that the “evaluators could and did 
pick effective advertising from in- 
effective advertising.” On the basis 
of actual Townsend work-sheets 
which he examined, he expressed 
the conviction that they succeeded 
in isolating ‘“‘worthwhile selling ele- 
ments.” 
Offers Own Formulas 


In placing emphasis on profitable 
advertising Mr. Bedell undertook to 
cdo some formulizing on his own 
account. He offered two separate 
sets of principles: one, consisting of 
31 points, represented “proved sell- 
ing strategems”; and the _ other, 
comprising 16 questions, was termed 
“Touchstones of Ad Writing’. The 
two formulas are as follows: 


PROVED SELLING STRATEGEMS 


Get Attention 
Make your headline work—be brief 

if you can 
| 1. Mention the prospect and his 
| interests. 
| 2. Promise benefits. 
| 3. Use news to the point. 

4. Provoke curiosity—pertinently. 

5. Mention the product—tell how 
it saves or is easy to use. 
Arouse Interest and Create Desire 

6. Immediately enlarge on the 
promise of the headline. 

7. Tell the story in the first para- 
graph. 

8. Emphasize one basic idea. 

9. Clearly tell the benefitse the 
prospect will gain. 

10. Present the selling points to 
deliver those benefits. 

11. Show that it’s easy, economi- 
cal, and agreeable to use. 

12. Use sex and prestige appeals 
if you can. 

13. Use negative inferences— 
show ills avoided by purchase. 
| Distinguish your offering through— 

14. Favorable comparison with 
others. 

15. Points of contrast and su- 
periority. 

16. “Only” and exclusive features. 

17. Exceptional claims you can 
support. 

18. Compliment the prospect if 
you can. 
Create Conviction 

19. Present the main idea three 
times. 

20. Tell of product's popularity — 
who uses and likes it. 


21. Give bona fide testimonials— | 


|and authority’s approval 
22. Give assurances and proof— 
| build confidence. 
| 23. Guarantee if you can. 
24. Make your offer vitally valid 
—be congruous. 
| 25. Convey the value—definitely 
positively. 


Clyde Bedell Offers 


Advertisers Two Formu- 


lcopy formula of the Townsend | 


That Sells” by Clyde Bedell, lec- | 


all the variables that contribute to | 


—— — 
— 


Try for Action 
26. Give the reader good reason: 
and excuses for buying. . 
27. Make choosing easy—stres 
| one. 
28. Tell how, when, and where 
}to get it. 


| 29. Name prices and terms— 
|make it easy to buy or order. 
| 30. Consider a coupon—or direc: 
| offer. 

31. Sell “Now” as the time— 
|make a bid for business and action. 


/TOUCHSTONES OF AD WRITING 


1. Was it written with a selling 

| summary or definition before you 
Does it start interesting!y 

with a bang, if possible? 

3. Is it direct—in second pe) 
present tense? 

4. Is it specific—in the reac: 
| vernacular? 
| 5. Is it simple and natura! ™ 
formal and friendly? 

6. Does it use visual words and 
lively verbs? 

7. Does it dramatize points 
relation to importance? 

8. Is it complete? 

9. Does the story flow from : 
to last? 

10. Have unnecessary words and 
phrases been cut out? 

11. Is it broken up for eas 
reading? 

12. Does it avoid overstatement? 

13. Does it sell for competitors, 
or for you alone? 

14. Does it remember its jot 
Selling? 

15. Does it end interestingly’ 

16. Does it present a bold sum- 
mary? 

“How to Write Advertising Th: 
| Sells” is published by McGraw-Hill 
'Book Company. It sells for $4 


Quick Elastic Starch 
'Makes Color Debut 

Culminating ten years’ use of 
small insertions in national house- 
hold magazines, Quick Elastic Het 
Starch opened its 1940 schedules 
with full color newspaper and 
newspaper supplement copy which 
broke March 17. Half-page color 
insertions appeared on that date in 
The American Weekly, Philadelphia 
Inquirer, St. Louis Post-Dispatch 
and This Week Magazine, presaging 
a schedule of wider use of news- 
paper space. 

The product is manufactured by 
the Hubinger Company of Keokuk, 
Ia. Ralph Moore, Inc., St. Lou 
the agency. 


Promotes Johnstone 


Thomas G. Johnstone has been 
appointed account executive of the 
automotive and _ specialty selling 
staff of the Jam Handy Organiza- 
tion, Detroit. Prior to his promotion 
he headed the national group selling 
department. Charles D. Thomas of 
the Jam Handy group selling staff 
has been transferred to the retail 
training department, Eastern region, 
to assist dealers in the use of sales 
and service training slidefilms 


Names Weiss & Geller | 


Fleming-Hall, Inc., New York, 
has appointed Weiss & Geller, New 
York, to handle advertising of its 
new aromatic Mapleton cigarett 
and Mapleton tobacco. 


KAUFMANN & FABRY CO 


TELEPHONE + HARRISON 313 
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MET) YEARS 
of The Weekly Kansas 


The Weekly Kansas City Star is celebrating its fiftieth 
anniversary. Its existence is due to two things—the farm 
background of its founder, William Rockhill Nelson, 
and his crusading zeal. 

While Nelson himself was born in the small town of Fort 
Wayne, Ind., he was attracted to farming by his maternal 
grandfather, William Rockhill. Rockhill was an out- 
standing pioneer farmer of Indiana—probably the first 
man in the world, Nelson used to say, to plant 1,000 
acres of corn. As soon as his daily newspaper, The 
Kansas City Star, was established, Nelson made himself 
a farmer as well as newspaper publisher. 

When President Grover Cleveland came out for tariff 
reform in 1887, Nelson joined him, “horse, foot and 
dragoons,” as he put it. The publisher believed reduc- 
tion of duties would help the farmers by reducing the 
cost of things they had to buy. He determined to print 
a weekly farm newspaper devoted to policies, including 
tariff revision, that he thought would be to the farmers’ 
advantage, 

So Nelson launched his modest enterprise in 1890. For 
reasons of economy it was conducted by busy members 
of The Star’s staff without specialized farm knowledge. 
But as the paper grew and as the great modern farm 
problems began to emerge, The Weekly Kansas City Star 
developed with the times. It rated a staff of its own and 
it was put under the direction of such a staff, familiar 
with the practical and scientific phases of farming. 


First Issue March 6, 1890 


March 6, 1890, the first issue of The Weekly Star came 
off the presses. The paper spread quickly in circulation, 
first to the counties surrounding Kansas City and then to 
all the states of the middle West and Southwest. 

The Weekly Star believes, as it looks back over this 
half century of existence, that it has made worth-while 
contributions to the discussion of farm problems and 
that it has served the purpose of keeping its readers 
familiar with agricultural progress as well as general 
news, 

The Weekly Star has had certain physical advantages 
that have enabled it to be first in reporting many agri- 
cultural events and carrying to farmers information the 
value of which is greatly enhanced by its promptness. 
The Weekly Star is printed Tuesday night. Every copy 
is addressed, put in a mail sack and loaded on a train 
in Kansas City by Tuesday midnight. 
receive their copies Wednesday. 


Most subscriber- 


News From Many Sources 


lt is a policy of The Weekly Star to report what is 
being done by the best farmers, by the experiment sta- 
tions, the colleges, the government and farm organiza- 
tions, and to tell of farm conditions as it finds them. 

Countless farm practices now commonplace, once were 
news in the columns of The Weekly Star. The fact that 
early preparation of the wheat bed in the plains states 
increases yields was proved in a series of tests by Kansas 
“tate college. The college announced its findings and The 
Weekly Star gave prompt and wide circulation to the 
report. 

Southwestern farmers recall the emergency they con- 
fronted in the first of the recent droughts, when they 
were making frantic efforts to salvage something from 


Che Wee: 


443,154 PAID-IN-ADVANCE SUBSCRIBERS 


\ \ 


\ 


their corn crops. 


The Weekly Star at once brought them 
pictures and suggestions for making temporary 
The proper amount of molasses that could be used 
profitably in the feeding ration as a substitute for high- 


silos. 


priced corn was printed, 


On Choosing Proper Grains 


Into the farmer’s mailbox through the medium of The 
Weekly Star has gone the latest information on adapted 
crop varieties. Kanred, Blackhull and Tenmarq wheats 
were described fully when their worth had been estab- 
lished. The same method was used for Kanota oats for 
Kansas, Columbia oats for Missouri, and recently the new 
Missouri early beardless barley. It was true also for the 
sorghums which are greatly increasing in acreage Atlas 
for Eastern Kansas and Western Missouri, Wheatland 
Milo for Western Kansas and Oklahoma, and others. 
More recently the advantages of planting recommended 
varieties of wheat of high milling quality in Kansas and 
Oklahoma have been set forth. In Arkansas and Okla- 
homa the success of one-variety cotton communities has 
been emphasized. 

It is virtually impossible to talk farming in Missouri 
today without bringing up lespedeza. Ten years ago this 
crop was a novelty yet it was a subject of news in The 
Weekly Star. 
estimated lespedeza now grows on more acres than corn 
in Missouri) The Weekly Star carried article after article 
telling of its advantages, how to use it, how to join it in 
rotation with other crops, particularly with small grains. 


As this crop developed in importance (it is 


The Farm Paper With a Farm 


In the field of beef cattle management The Weekly 
Star has been linked intimately with the operations of 
Sni-a-Bar Farms at Grain Valley, Mo., considered one of 
the world’s demonstration farms. These 
farms, assembled by W. R. Nelson, were left by him to 
be used for thirty years as a livestock experiment station. 

The work carried on there is well known. 


outstanding 


It has shown 
the possibilities in grading up herds by the use of pure- 
bred sires. It has given attention to new feeding methods 
in producing baby beef. It is now working on the prob- 
lem of restoring depleted pastures and carrying the cow 
herd profitably through the use of supplemental pastures. 
Its work is tied up with The Weekly Star through the 
activities of W. A. Cochel, editor of The Weekly Star, 
who has put his own experience as a practicing farmer 
at the service of the trustees of the Nelson estate in an 
advisory capacity. 


Conservation Long a Theme 


There is no phase of soil conservation methods now in 
use that The Weekly 


readers. 


Star has not brought before its 
This includes the very first principle of soil 
saving, which is good farming, the use of rotation, the 
feeding of products raised on the farm to livestock on 
the farm, and the mechanical methods of terracing, strip 
and contour cultivation. 

No other publication has given as much space to the 
activities of young farmers as The Weekly Star. Seldom 
is there an issue without some reference to the work of 
Future Farmers and 4-H club members. 

Back in 1928 the Future Farmers of America was a 


ly Rausas 


City Star 


‘ 
\ 


\ 


new organization, The Weekly Star believed there were 
immense possibilities in developing along right lines the 
interests of the bright and enthusiastic boys and girls of 
farm families. So it offered the first national prizes in 


contests especially arranged for the Future Farmers. 
Later The Weekly Star Homemaker awards were added 
for the girls. 

The young people began coming by the thousands to 
the American Royal show in Kansas City every fall until 
the Future 


Roval. 


Farmer events are now highlights at the 


Anwers to Readers’ Questions 


\s a source of information on specific farm problems. 
The Weekly Star points to its Farm Questions column. 
Literally thousands of questions have been answered 
through this column, 

No business demands the interest and co-operation of 
a man, his wife and family more than farming. The 
Weekly Star from the beginning has maintained a paper 
for the entire family. It reeognizes that the farm wife 
is as interested in farming as her husband, and that she 
is as interested in the market as he is. Even in the 
choice of the serial stories an effort is made to select 
stories which mother and father will enjoy and will want 
the children to read. 

Addressed to farm 


women and girls alone is the 


woman's page, with its Farm and Home column. 


Circulation Has Kept Growing 


Through the years The Weekly Star has had a steady 
growth. This growth in recent years is marked by a 
concentration of Kansas, 
in the edges of Iowa, 
At one time this circulation 
was spread all over the United States. 

Today the total circulation is 443,154. 
present concentration, 


circulation within Missouri, 
Arkansas and 


Nebraska and Colorado. 


Oklahoma and 


Notice the 
The total in Missouri is 152,237; 
102,546; Oklahoma, 101,276; Arkansas, 62,622; 
Iowa, 10,067; Nebraska, 4,634, and Colorado, 9,460. The 
Weekly Star still has circulation in every state in the 
Union except two, but the total outside the four states 
and three bordering states, which is The Weekly Star 
territory, is only 312. 


Kansas, 


General News Also Is Covered 


While primarily a farm paper, The Weekly Star has, 
since its start fifty years ago, carried the important inter- 
The AAA made 
Frequently county 
years have commented that farmers 
have called them about changes in the farm program 
which they had read about in The Weekly Star, long 
before the same information reached the county agents or 
other AAA administrators through official channels. 

In addition to its own staff and special correspondents, 
The Weekly Star has available the services of the Asso- 
ciated Press, the 


national, national, state and local news. 
Washington a center of farm news. 


agents in recent 


International News Service and the 
North American Newspaper Alliance. It has i.ow the 
Wirephoto service, by which pictures come over the wire 
as quickly as the news. 

In view of the record The Weekly Star looks back with 
pride, and forward with confidence. 


ity Star. 
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ADVERTISING AGE 


April 1, 1949 


tion of magazines, for advertising, 


' 
Curtis Report Phe poliey of not accepting liquor, 
. patent medicine, speculative real 
Draws Picture of 
Sgt 
New Conditions 
Reviewing the status of the Curtis 


estate, financial and certain other 
Revised Capital Set- “up| publications, this comparative table 


| forms of advertising for any of the 
|Curtis publications was reaffirmed. 
Circulations Up 
| 
of average net paid circulations for 
Urged i in Line with Cur-| the past two years was revealed: 
rent Trend 1939 1938 
The Saturday 
Evening Post. 
Philadelphia, March 26 In- | Ladies’ Home 
creased competition from new maga- | Journal 
zines and the development of new | Country 
media such as radio, among other| Gentleman 2,054,292 1887 823 
things, have so reduced volume and | ja¢z and Jill 25,845 3.721 
profit that stockholders of Curtis]; ‘Started November. 1938. 
Publishing Company were advised | The Saturday Evening Post 1-4 


.3,117,805 3,077,858 


.3,185,376 3,058,153 


yesterday that a revision of its CaP-/|the company’s profit parade as 
ital set-up * ‘is sincerely to be hoped |usual, with Country Gentleman sec- 
for. | ond. “The year of 1939 was one 


This frank discussion of the com-| oF puyilding and re-e stablishment 
petitive condition among advertis- | | for the Ladies’ Home Journal,” says 
ing media was presented in the an- | | the report. “The inclusion of in- 
nual report of President Walter D. 


creased editorial color printing, of 
a full-length novel in each issue and 
other improvements in the product, 
together with an enormous increase 
in circulation, were expensive, but 
this expense was in the nature of 


an investment for the future. The! 


Ladies’ Home Journal now shows 
great acceptance and promise, and 
the prospects ahead appear particu- 
lerly favorable.” 

Income and expense on the new 
publication, Jack and Jill, about 
balanced in 1939 and prospects of a 
profit for 1940 are regarded as as- 
sured. 

Net advertising income of the 
three leading Curtis magazines in 
1939 was as follows: 

The Saturday Evening 

Post ....+..$20,707,865.94 
Ladies’ Home Journal. 5,002,570.04 
Country Gentleman... 2,060,922.55 

Total ; .$27,771,358.53 

In the case of the Ladies’ Home 
Journal, this represented a 4.2 per 
cent decrease from 1938, but it was 
pointed out that for the first quar- 


————— 
ter of 1940 this magazine had shown considered in previous years. Pre. 
a 9 per cent increase. dent Fuller points out that the con 
The report also pointed out that pany’s tax bill for 1939 
while the average newsdealer car- | approximately $1,290,000, compa, 
ried but a hundred different pub- with $1,018,000 in 1938, tax Pay- 
lications in the profitable ’20s, that | ments representing 60 cents for eae), 
same newsdealer today is displaying @°llar of net earnings. “Except {o, 
more than 300 publications. existing taxes, there are many 
The Curtis company’s share of vantages to — CONSHAIENE as Phila 
advertising expenditures in the delphia publishers,” he says 
magazine field in 1939 was about . ° . 
18.6 per cent, and its share of al! Gillette Begins Drive 
forms of advertising was in the Gillette Safety Razor Compan, 
neighborhood of 2.3 per cent, it is|Boston, has begun a newspaper 


asserted. campaign in Central and Sout) 

Another revealing comment in a —, = ee for 
the report is that “failure to spend | “UD Glllette blades, runex, Probak 
necessary money upon our maga- a A ag og Penn ol pe adi 
zines and on their promotion during | , ne 


j}used for recorded spot anncoun 
the years from 1930 to 1936 gave ments. The Buenos Aires office + 
competitors of various kinds their| J. Walter Thompson Com; 
opportunity to make gains without | handling the account. 

adequate defense upon our part and | 


with practically no counter-attack.” | DMAA to Atlantic City 
“We do not wish to contemplate The Direct Mail Advertisin: : 
moving from Pennsylvania if it iS | sociation will hold its 23rd a a 
possible to solve the problem other- | convention at the Chalfont Had. 
wise,” says the report in a protest! don Hall hotel, Atlantic City, \_ J 
against high state taxes, a matter | Oct. 2-4. ; 


Fuller, who pointed out that unpaid | 
arrearages on preferred stock as of 
April 1, 1940, total $14,000,000, and 
that net income under present con- 
ditions is not likely to reach a figure 
large enough to pay current and 
past dividends. 

The company’s 1939 earnings of 
$2,142,516 on net income of $35,- 
657,069 compare favorably with 
those of 1938, when profits of $1,- 
279,162 were reported on net income 
of $33,038,421, Mr. Fuller pointed 
out, but nevertheless permitted divi- 
dend payments of only $2.37'% on 
the 7 per cent preferred stock. 


To Seek Greater Volume 


Looking to the future, President 
Fuller says: “Your directors be- 
lieve that our best hope for greater 
total future profits rests upon our 
securing a larger volume of business 
rather than higher percentage of 
profit. The whole industrial trend 
is toward larger profits through | 
greater volume, which is induced by 
lower margins of profit and greater | 
values. 

“Competition for the attention of | 
the people during recent years has 
resulted in the making of constantly | 
more appealing magazines, as well 
as in the improvement of the 
movies, radio, etc. We in the maga- 
zine business are very definitely a 
part of this competition, for we 
must attract our readers from these | 
distractions and secure their org 
with, and attention to, our product. | 
This is much more difficult than | 
formerly and is also much more ex- 
pensive. With all forms of adver- 
tising media, more money has been 
spent in an attempt to make prod- 
ucts more appealing and to reduce 
the price to advertisers in the hope 
of securing greater advertising vol- 
ume.” 


Reaffirms Policy 


In the breakdown of Curtis ex- 
penditures it was revealed that $9,- 
460,289 of gross 1939 income wes 
paid out in commissions to advertis- 
ing and circulation agents, while 
$4,273,964 was spent on transporta- 


(advertisement) 


Blue Adds to Net 


New York, March 29.—Coast to 
coast, 62 stations are now affiliated 
with NBC’s Blue Network as facili- 
ties on this veteran network con- 
tinue to expand. Paced by recent 
“success stories’ by such advertis- 
ers as Canada Dry, Adam Hats and 
Jergens Lotion, ad men everywhere 


agree that the Blue is steadily 
growing in new importance as a 
national advertising medium. It 


must be noted, too, that this prog- 

ress is completely independent of 
the Blue’s sister network, the Red 

As released today by the network's 
sales department, the additions to 
the chain since the last rate card 
of October 1, 1939, include the fol- 
lowing stations KOWH, Omaha, 
Nebraska; WFMJ, Youngstown, 
Ohio; KFBK, Sacramento, Cali- 

fornia as well as KWG, Stockton 

and KERN, Bakersfield, California: 
KGHF, Pueblo, Colorado and /| 
WTOL, Toledo, Ohio. 
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Ellis Adds Six in N. Y. 
and One in Chicago 


Sherman K. Ellis & Co. has made 


the following additions to its 
York staff: 


S. Cox, formerly for the 


for Peach Campaign 

Funds already pledged assure a 
New much larger advertising prograin 
aaa Georgia-Carolina Peach 


r ’ | Marketing Board in 1940, according 

with J. W Re ae to Emmett Snellgrove, executive di- 
gemed S eith ceed Regge Legler, | tector of the organization. Last 
rmerly 3 ee " ore 
fori Kenneth Fagg, art department; | Y°@T the board distribu more 


w. M. Rainbolt, formerly 


with | than 65,000 pieces of display ma- 


¢ & Rubicam, copy department; terial and advertised in 38 news- 
Yount ’ ’ 


R. Bauer, Jr., formerly 


with | P2Ppers in key cities of the East and 


Absorene Keys 
Copy to Spring 
Housecleaning 


St. Louis, March 26.—Just before 
Mrs. U. S. A. Housewife begins her 
annual spring assault on dirt she 
will be apprised by newspapers and 
radio that the cleaning products of 
Absorene Mfg. Company, St. Louis, 


F smpbell-Ewald Company, research Middle West. 
department, and G. W. Davidson, 


Company, contact department. 
Charles L. Hotchkiss, formerly 
with the National 


} 


y, has joined the radio pledging two cents per bushel for| the national advertising. 
Company, 


department of the Chicago office. the purpose. 


‘Mertens Sells Out 
Opens Radio Schedule | Fred C. Mertens has sold his in- 


") ‘ terest in the Los Angeles transcrip- 
The Cleveland Cleaner & Paste | : A ; 

Company, Cleveland, has contracted | tion firm of Mertens & Price, ae 
for a series of spot announcements | to George Logan Price, co-founder 


Growers last year pledged one will clean everything but the chim- 

ent per bushel of their interstate |mey. ’ 
formerly with J. Walter Thompson shiouaanite for the advertising cam- | and window cards, dealer imprint 
paign. This year, encouraged by |folders, cuts and mats are be 
Broadcasting | the success of the venture, they are| supplied to dealers as tie-ins with 


Package-display signs, counter 


ing 


Thirty of the company’s 49 years 
in the household cleaning products 
lfield have been spent advertising 
company trade names, highlighting 
the phrase “Absorenely yours.”’ The 
‘company uses a “ball of magic” 


: : l\theme as the identifying mark for 
over 32 radio stations, pushing its of the business, who will continue 


Wal-Vet wall paper cleaner. 


The | the corporation as George Logan | the Absorene copy, which features 
e | © « 4 « 


tae : . P ‘ - have | the non-sticky, crumble-proof prop- 
‘smpbell-Sanford Advertising) Price, Inc. New headquarters have Rast gut ee 
C a “Cleveland, is the agency | been established at 3902 West 6th | erties of the product, while economy 


in charge. 


street. , and 


labor-saving qualities 


been stressed in the paint cleaner 
insertions. 

Schedules for the newspaper ad- 
vertisements include the use of 100- 
line insertions in 75 newspapers in 
Central, Northern and Western 
states twice and three times weekly, 
depending on location, with a rota- 
tion of nine changes. The story will 
also be told on 30 radio stations. 
Ross-Gould Company, St. Louis, is 
the agency. 


Hotel Names Robinson 


Elwood J. Robinson Advertising 
Agency, Los Angeles, has been ap- 
pointed to direct advertising for 
Hotel Hollywood Knickerbocker. A 
$50,000 budget will include news- 
papers, magazines, painted bulletins, 
foreign language and religious pub- 
lications, radio and circulars. 


Opens New York Office 


The Connelly Organization, mail | 


advertising company, Philadelphia, 
has opened a New York office with 
Walter E. Cresswell in charge. 
Frank Contessa remains in charge 


have of the parent office in Philadelphia. | 


the Blue gives us... 


at Lowest 


V. P. in charge of Advertising, Andrew Jergens Co. 


Blue Network helps Jergens attain overwhelming 
leadership in hand lotion field! Hooper study re- 
veals 40% use of Jergens by Winchell tuner-inners! 
Moral: You don’t need a million dollars to do a bang 
up sales job on the Blue! Here is “Money Market” 


coverage at lowest national cost! 


7 HAD LUNCH the other day with Bob Orr, v.p. of potent 

\ Lennen & Mitchell. He told us a story we know you'll 
he interested in hearing. A story about Jergens Lotion—and 
how the Blue Network has helped it go places! Bob said 
Jergens ranked third in hand lotion sales before Walter Win- 
chell said “Hello Mr. and Mrs. America” on the Blue. Today 
Jergens is so far out front “there isn’t any second.” 

Last week, along came the results of an amazing survey. It 
was made by C. E. Hooper who calls it “the strongest sales 
story for any medium ever compiled.” Of the 2356 people 
studied six out of ten proved to be Winchell-Blue listeners. 
And 40% of the regular tuner-inners are Jergens customers! 
While only 10% of the non-listeners use Jergens. 

All of which is very significant, and in the words of Jergens 
v.p. Beucus, is “confirmed by our sales figures.” It proves the 
Blue's ability to produce big sales 

| of any medium! 

This low cost, the result of the famous Blue Network Dis- 
count Plan, is one reason why the Blue is now being used by 
America’s smartest advertisers. They also consider it 1940's 


at the lowest national 


Cts 


best advertising buy because it provides concentrated coverage 
of America’s ““Money Markets,” where 72% of the country’s 
eHective buying power is located. 

70% of the Blue’s 1938 advertisers renewed in °39. 17 new 
clients joined up. Because they know that sales begin where 
the Blue begins—at all-time low costs! We'll be mighty glad to 
show you how this network can help you “up” your sales for 
less than $5000* per nighttime half hour, coast to coast! With 
lotions of love we remain your nationwide sales maker . 
National Broadcasting Company. A Radio Corporation of 


America Service. * Network time only, of course 


Cost!” 


Ayye\ 


* ; 


Meet Mr. Broadway and his girl 


daylight . . 


i 


a 


.If he pulls his chapeau down over his eyes in 
. and blinks at unaccustomed Miami sunshine . . 
tiously for the smell of a bandleader’s cigar . . 


damsel, he’s Colyumer Winchell 


. and sniffs cau- 
_ and dishes out dough to this 
and she’s his daughter Gloria, here putting 


the bite on papa. It might be cheaper, Walter, to sponsor a Blue Network 
program. F’rinstance, only 5 G's weekly for a nighttime half hour! 


Manhattan mural... In the window of this druggery hard by Radio City stood 
a Jergens sign. In went two NBC researchers. Said druggist “For my money 
Winchell and the Blue Network are tops. Jergens Hand Lotion profits have 
soared ever since Walter began those ‘Mr. and Mrs. America’ Blue Broadcasts! 


"= 


Add Newspapers 
to ‘Streamlined’ 
Webster Campaign 


New York, March 28.—With the 

vogue for streamlined femininity 
still unabated, Webster-Eisenlohr, 
Inc., will continue to draw an anal- 
ogy between the “slender elegance” 
of its Webster cigar and the appeal 
jot a streamlined lady, in a news- 
|paper campaign due to break 
April 1. 
Schedules for the campaign, 
which supplements the year-round 
| program in Esquire, Life, The New 
|Yorker and Time, include New 
| York, Newark, Philadelphia, Chi- 
cago, Detroit and Los Angeles news- 
| papers. 

While illustrations portray the 
Webster cigar as the ideal comple- 
ment to any occasion, such as a 
masquerade party, a formal dinner 
and a round of golf, copy draws 
attention to the slenderized shape of 
the cigar and its “fragrant bou- 
| quet.” 

One typical illustration shows a 
beach party attended by a graceful 
and scantily clad young lady, who 
,reclines on the sand, and a gentle- 
man comfortably seated in a beach 
chair with a cigar in hand. 


| 
| 
| 
| 


“A bit of ‘streamlined’ femi- 
ninity,” copy goes on, “a slim, fra- 
grant Webster yolden Wedding 
cigar—and you have the well-bred 


young-man-of-today’s recipe for a 
delightful holiday. Webster Golden 
Wedding not only expresses the 
vogue of youthful slenderness .. .”’ 

This particular bit of copy occu- 
pies two full newspaper columns, 
but ordinarily a single full column 
is used. While this long, thin shape 
puts added difficulties in the way 
of artist and layout man, it has 
compensating values in being un- 
ustial and in bearing out the “slen- 
der elegance” story of the cigar. 

N. W. Ayer & Son handles the 
acvount 


E. H. Brown Gets 
Illinois State Campaign 


E. H. Brown Advertising Agency, 
Chicago, has been appointed to 
handle the account of the Illinois 
Development Council, state-spon- 
sored promotion group for which 
the legislature has appropriated 
$250,000 for a two-year period. 

Milburn P. Akers, superintendent, 
division of department reports of 
the department of finance, Spring- 
field, is executive secretary of the 
council. 


St. Hill Succeeds Philips 

T. N. St. Hill has been elected 
president of Tea Garden Products 
Company, San Francisco, succeeding 
A. E. Philips, who resigned after 
| heading the company seven years. 
F. J. Belcher, Jr., was elected chair- 
man of the board and W. F. Street, 
vice-president. 


Wiel Names Artwil 

Wiel Laboratories, Inc., Brooklyn, 
has appointed the Artwil Company, 
Advertising, New York, to handle 
its account. Newspapers and maga- 
zines are being used for a campaign 
for the company’s garlic tablets. 


(advertisement) 
Calls for Breakfast” 


Bring Listeners, Sponsors 
to NBC Blue Network 


Chicago, March 29.—Seven years 
ago, NBC inaugurated the Break- 
fast Club Program as an early 
morning, radio waker-upper on a 
large scale. With Don MeNeill, 
“Toastmaster” and a first-rate cast 
of radio favorites, the show is a 
morning radio institution for count- 
less listeners. A well-known radio 
poll last year voted it among the 
six most popular “variety” type of 
shows on the air. With unsolicited 
mail averaging some 2300 letters 
monthly, indications are that this 
program of “half music and half 
wit” succeeds in having its “four 
calls for breakfast” (four quarter- 
heur periods) heard by responsive 
listeners 
Recently, NBC decided to throw 
he show open to National Spot and 
Local advertisers, on a _ participa- 
tion, non-competitive sponsor basis, 
on the Blue Network, so local ad- 
vertisers can sponsor the kind of 
local radio program which can suc- 
cessfully compete with high-power- 
|ed, name-talent network shows in 
attention value and sales results. 
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The Realm of Good Taste 
When radio was in its infancy, 


when girls began to appear in ciga- 
rette advertisements and more or 
less scantily clad members of the 
fair sex first romped the 
nation’s advertising pages, there 
was much discussion of good taste 
in advertising. Since the FTC, the 
FCC, the FAA and a horde of other 
governmental agencies have taken 
active and enhanced 
interest in advertising, little 
been heard of good taste with rela- 
tion to advertising. 

Perhaps it would be wise to re- 
member, however, that reasonably 
good taste in advertising is just as 
important now as it ever was. It may 
be well to point out a fact which 
should not need pointing out: that 
a copy angle or a promotional stunt 
may escape the onus of a cease and 
desist order warning knock 
from some other law-enforcement 
agency, and still be harmful to ad- 
vertising as a whole because it vio- 
lates the momentarily accepted 
standards of good taste. 

Such promotional activities as 
the Pot o’ Gold radio program, and 
the “fly hunt” recently staged in 
Miami—and we cite these promo- 
tions merely because both happen 
to be enjoying considerable lime- 
light at the moment—have in 
them elements which can, and fre- 
quently do, offend the sensibilities 
of important segments of the popu- 
lation. They may, and frequently 
do, sell goods. But they may also 
work ultimate harm not only for 
their sponsors, but for advertising 
and business as a whole. 

The Miami “fly hunt,” in which 
2,000 common house flies were 


across 


SO So an 


has 


or a 


The Curtis Report | 


The annual message to stock- 
holders of Curtis Publishing Com- 
pany from President Walter D. 
Fuller is one which will probably 
create even more discussion among 
advertising men not directly con- 
cerned with the earnings of the big 
publishing enterprise than it will 
among Curtis stockholders. 

That the Curtis management be- 
lieves the astoundingly profitable 
days of the late twenties are gone 
and might as well be forgotten, is 
fairly evident from the tone of the 
message, and from the emphasis 
which is placed upon the need for 
revision of the capital 
structure. 

On the other hand, Curtis is by 
no means convinced that substan- 
tial increases in business and in 
profit cannot be achieved under 
present conditions; in fact, Mr. 
Fuller plainly declares that greater 


company’s 


marked and released by the — 


of an insecticide, with prizes be- 
ing offered for their remains, de- 
finitely violated the canons of | 


good taste, in our opinion. Actually, 
the release of these pests probably 
made not the slightest difference in 
the fly population of Miami, but | 
potentially their release provides a | 
wealth of material for those who | 
would hold all advertising to | 
ridicule and scorn. 

While the Pot o’ Gold 
not fall into the same cate- 
gory, it is mentioned here because 
it has created widespread contro- 
versy among certain groups of the 
population. 

This publicity undoubtedly helps 
tremendously to increase the pro- 
gram’s audience and indirectly to aid 
the sale of its sponsors’ products, 
but promotions of this kind, which 
by their inherent nature develop 
doubts about their propriety among 
large numbers of people, help to 
smooth the path for those who are 
only too willing to see nothing but 
harm in all advertising. 

We are not so naive as to sug- 
gest that advertisers develop their 
social consciousness and their acute 
awareness of all the myriad groups | 
whose feelings may be hurt in one | 
way or another, to the point that 
no showmanship and no hard sell- 
ing is ever used. We do believe, 
however, that every business should 
seriously consider the possible re- 
percussions of any advertising or | 
promotional venture in the light, 
first, of its long-term effects upon 
the sponsor, and second, of its ef- 
fects upon business and advertis- 
ing as a whole. 


up 


program 
does 


net profits are to be sought in | 
larger sales, rather than in reduc- 
tion of expenses. 

From the standpoint of the ad- 
vertising field whole, Mr. | 
Fuller’s comments on the growth of | 
competition, and particularly the 
need for spending more money “in 
an attempt to make products more 
appealing and to reduce the price 
to advertisers in the hope of secur- | 
ing greater advertising volume 
will strike a responsive chord. 

In this connection, another of Mr. 
Fuller’s remarks is extremely sig- 
nificant: 


as a 


“The failure to spend necessary 
money upon our magazines and on 
their during the 
from 1930 to 1936 gave competitors 
of various kinds their opportunity 
to make gains without adequate de- | 
fense upon our part and with prac- 
tically no counter-attack.” 


promotion 


| until 


years | 


Send out a repair man to look at this box you sold me. 


—Electrical Merchandising 
Every time | open 


the door the light's a'burnin’! |" 


Ad-libbing 


She’s Gone Nudist Again 


Good old Simoniz Company comes 
through this week with another of 
those beautiful girls that they 
started using a year or so ago. First 
they had her behind some shrub- 
bery, stark naked of course. Then 
she got into a bathtub. Last sum- 


mer, lo and behold, she donned a 
: paitife 4 
ak +4 
4 Be : 


TRY USING SIMONIZ AND SIMONIZ ALE ENTER 
THE NEW QUICK Way v's Casicene 


4 elie | 


suit. too much. 


It was 
She’s taken that off now and is still 
very fetching. 

But we ought to tell you that the 
Simoniz layout experts are tricky 
beyond comparison with the box of 
copy that they throw in the ad—right 


bathing 


in front of the girl. They never 
miss, or hardly ever, and thus save 
the day for good old modesty. The 
girl is beautiful, however, and some 
time those layout men may get 
careless, we hope. All in the inter- 
ests of art, naturally. 


“Code of Ethics” 


It’s probable that most advertis- | 
be be varied just a little bit by 


ers who sponsor contests have only 
a sketchy idea of the type of person 
who sits down of an evening to dash 
off a limerick, solve a puzzle, think 
up a slogan or the best ending to 
the sentence, “I like Whoozis tooth 
paste because........ = 

And because of this lack of 
knowledge, it might be fortuitous 
for these advertisers to read certain 
| publications devoted to contest fans 


and to discover that contesting is 


| sored either by liquor or tobacco. 


“IT will not buy qualifiers.” (This 
apparently refers to the business of 
selling box tops, etc., referred to 
previously in this column.) 

“T will have no proxies. 

“I will not patronize 
vendors. 

“IT will not abuse the only pair of 
eyes I shall ever have. 

“T will tithe my contest winnings 
whenever possible. 

“T will not criticize those who do 
not agree with my code of ethics.” 

The editor of Contest World-News 
terms this code an “amazing docu- 
ment,” and has this to say concern- 
ing certain phases of contesting: 

“Like most good things,” he 
writes, ‘contesting is not without 
its sordid aspects. For example, we 
view with grave concern the attrac- 
tion of certain subversive elements 
which are wrecking the pleasure of 
our quiet hours, weakening our 
morale and encouraging us to use 
deceitful tactics.” 

Accused are the answer vendors, 
proxy brokers and “others whose 
machinations break our spirit and 
unity, destroy our faith and loyalty, 
and banish the thrill of true con- 
test sportsmanship.” 


No Results Yet 

A year or so ago we waxed pretty 
caustic in this column about the 
L & N railroad employes magazine, 
and particularly about the full page 
appearing in each issue, invariably 
entitled, “President’s Message No. 
43,” or whatever the actual number 
may be. The March issue, which 
we have just looked at, has “Presi- 
dent’s Message No. 60” staring us 
in the face as we open the front 


answer 


| cover. 


We suggested that the monotony 


heading this monthly message with 
a few words that gave some inkling 
of what the president has to say, 
but obviously our suggestion fell on 
deaf ears, although our first out- 
| burst did result in a long letter 


from an official of the railroad. 
Having thus demonstrated our 
impotence, we should have better 


sense than to bring the subject up 
again. But, honestly, we cringe 


»|@ most serious business for many.| {rom the thought that next month 


In these publications, those who win | we'll open the April issue, and find 


are telling how they did it, and 


“President’s Message No. 61” 


| those who are still hoping to Break | ing off the discussion 


Through are expressing their fer- | 


to Keep 
The capitals 


determination 
they do Win. 
are theirs. 


vent 


| 
A reader of Contest World-News | that 


On | Jottings 


MacGregor & Co., 
| mercial 


Detroit com- 
photographer, announces 
postage stamps may now be 


‘has also offered that magazine a|photographed for advertising pur- 


portion of which is as follows: 


| ““] will not work on contests or | better the real 
| contesting on the Sabbath Day. 


] 
l|eode of ethics for contestants, a | poses. 


The announcement is made 
|with a mailer showing how much 
stamp looks in a 
| picture than the previous imita- 


“T will not touch contests spon- | tion... 


| from sign-on to midnight. 


lead- | 


— 


manag 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or thr ugh 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agenc, 
executive writing on his busines 
letterhead. 


No. 1611. 4 Out of 5. 
Circulation and market data a; 


covered in this analysis issued by, 
the Minneapolis Star-Journal. There 
are tabulations of circulation anq 
sales in 34 key cities of Minnesota, 
as well as a breakdown by coun- 
ties. Other tables give details on 
population, sales, number of stores 
and buying power indices for the 
entire state. 


iness 


No. 1612. First Market Area of the 
South. 

Radio Station WBIG, Greens- 
boro, S. C., has issued this folder 
containing data on the population, 
industries, income, sales and other 
factors in the Piedmont market. 
Primary and secondary coverage 
are indicated by maps, with mar- 
ket data tabulated for correspond- 
ing territory. 


No. 1604. Inks for Special Pur- 
poses. 
In celebration of its centennial, 


Geo. H. Morrill Company, division 
of General Printing Ink Corpora- 
tion, has prepared a new brochure 
for the graphic arts, which traces 
the development of printing inks 
during the past century and offers 
production men special information 
on inks for gloss color effects; offset; 
silver printing; reproduction 
corrugated and fibre board; carton 
inks and cotton bag and burlap inks 


on 


No. 1605. A Dead Whale or a Stove 
Boat. 
The title was the challenge of 


whalemen of the early days and 
seems to have been the inspiration 
of New Bedfordites in the business 
history of this Massachusetts city 
ever since the decline of whaling 
This booklet, issued by The Stan- 
dard-Times and Mercury, tells the 
business story of the market, with 
figures on industries, payrolls and 
retail sales, and discusses coverage 
of the area by these papers. 


No. 1606. Textile Machinery as oa 
Sales Guide. 

The Davison Publishing Company 
has issued this material which in- 
cludes tabulations showing the num- 
ber of cards, spindles and looms in 
each state, with the total for the 
entire country. These tables also 
show types of machinery used in 
both cotton and woolen mills in the 
past ten years. Another table gives 
the number of textile mills and 
allied concerns. 


No. 1607. Sixty Seconds to Live. 

A minute is as big as you make it, 
General Screen Advertising says in 
this attractive brochure, and then 
shows, in text and photographs, 
what several well-known advertis- 
ers have made of their big minutes 
by the use of Minute Movies. 


No. 1602. Measurements from 4 


Backyard-Stick. 

During the week of October 15, 
1939, WEEI, Boston, applied the 
yardstick to all schedules of Bos- 
ton’s three major network stations 
An an- 
alysis of the findings, showing s'4- 
tion preferences of 59 local acver 
tisers, is reported in this bo 
issued by WEEI. 


No. 1600. How to Get the Most Ow! 
of Your Advertising Dollar. 

The National Research Burea¥ 
has issued this study which pro 
vides factual data on newspaper's 
and their use, and discusses, undet 


klet 


various headings, such subjects * 
the five emotional instincts and 
actions to the use of various 4P 


ults 


| peals, copy, layout, use and res¥’ 


| 


of color, and helps on direct mail 
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It has been said that. as an advertising Young & Rubicam has made it a point to 


agency grows, it veers toward self-satisfac maintain an open mind, a willingness to 


tion and smugness. It tends to rest content learn, a healthful dissatisfaction with the 


with the way things have been done, to be usual and the hackneyed. ? 
reluctant to dig out ways that are new and And so we consider it the most flattering 
fresh, to put a padlock on that part of the kind of compliment when a client tells us 
brain from which the daring and the differ- (as one did recently): “I’ve never yet met 
ent spring. a fellow from your place who pretended to 


Through nearly 17 years of growth, know all the answers.” 


Young & Rubicam, Inc., avvertisine 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO 
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nee: " " separated from the full page by | of reading matter automatically o. 
Ar, Maytag Develops UNIQUE TREATMENT OF "SPREADS editorial material. The full page|different types of spreads i) 
or 4al 


thus is notable for simplicity, which | be used by Maytag in the introduc. 


” permits Maytag to announce its new | tory campaign during April, Ma, 
N ] h model in smashing fashion, sans| and June. Explaining this de, sion 
ew EC nique secondary elements which might) Mr. Nielsen said that not on), lene 
compete for the attention of the this method enable the company + 
' r reader. The details are made avail-| use rifle methods, gearing e; na 
or pred § able in equally vivid fashion by the | vertisement to the type of audi, nce 4 
/ employment of the comic strip tech- | at which it is aimed, but provide: 


nique in color, which makes it pos-| it, through reprints, with a It} 
sible to focus attention on each of|of promotional and _point-of-sa), 
nine important features. material. ; 


Left-Hand Color Page 
Tells Smashing Story; 


Howe washing how Slmole | 


| One “spread” appeared 


Details on Half Mis Ge eer Ste Bid for Attention April issue of McCall’s. Half-pag, 

Regs: eat The headline on the full page| C°PY in color appeared in th: ril 

Newton, Ia., March 28.—Though eer ty reads: “Enter: the new yng” |e Se veel & Gu ens, 

one and one-half page “spreads” in| Mibicoy as Tigo Es ‘ and the following copy below the | oe = Bs pt Bg Pook N's 

magazines and farm papers have tg fen ine #: pac new vee? “9 2 illustration ecenny—wirnagys advantages | spreads are yor hedtache fc ie es 

been used by advertisers outside Pe Ns NO 4 hing Aone ae } in this crisp wording: “With 50 ag YP ae rnal for Mav : Oren 

. its field, the Maytag Company be- | i ee cent greater washing capacity—ex- | nS see Sey ene Wo 

J lieves that it has created an effec- | clusive labor-saving features—| Home Companion for June. In th 

low, 


tive new technique in adapting this 


One smashing display page, with explanatory text on the opposite page, but 


matchless new beauty—long life | farm field, the April issue of Coun- 


unit to the requirements of its 
washing machine, L. L. Nielsen, ad- 
vertising manager, said here today. | 


separated by a half-page of text, feature the color ‘'spreads'’ being used in 


magazines by Maytag Company. 


construction—and astonishing | TY Gentleman inaugurated the 1949 
washing efficiency.” campaign with one and one- 
Color and distinctive lettering| P@8¢s in color, while Succe 


lall 


The left-hand page in color is} 


| give the two units the appearance | Farming carried two-thirds page in 


devoted to an illustration of the new | few words of copy describing some | tailed story is told in the facing|of a two-page advertisement, the color, Other color spreads wil! ap- 


Maytag Master in action, with aj) of the oustanding features. 


The de- | half-page, also in color, which is 


eye leaping across the two columns | pear in Capper’s Farmer for Maj 
j}and Successful Farming for Ju 


Low Prices you'll like! 


} 
Theme to Shift 
Announcement copy, also to 
|newspapers heavily, will run 
| through June, but color advert 
in women’s and farm mag 
will continue through summer and 
fall. Following announcement of 
the new model, the story wil! ift 
to “You’re money ahead with 
Maytag,” with the entire line being 
exploited, though the Master wil] 
continue to star. Copy will be 
sharply stepped up in volumes 
| September, October and Nov: 
More than 600 newspape: 
be used in the national news; 
campaign, which will be devoted 
entirely to selling copy and de: 
of the long list of dealers’ nan 
sometimes used. Maytag expects 
dealers to indulge in a heavy vol- 
ume of advertising to cash in on 
the national promotion. In addition 
to newspaper mats, 24-sheet posters, 
radio scripts and spot announce- 
ments, counter and window display 
cards, hand-out literature and mail- 
|ing pieces are made available t 
| dealers without charge. 
| 


Alle 


McCann-Erickson, Inc., Chicago, 


handles the account. 


Shoemaker Appointed 
Elisabeth Shoemaker has be 
|appointed to direct publicity and 
| promotion for the Spring Lake Bor- 
‘ough Council and the Chamber « 
| Commerce, Spring Lake, N. J. Shi 
| will continue in her capacity as 
| executive director of the Pionee 
| Valley Association, Massachusetts 
|The Spring Lake Council has ap- 
| pointed Wales Advertising Com- 
|pany, New York, to direct its 
| account. Newspapers and maga- 
zines will be used. 


Ross Shifts Jolley 


igh Quality you'll app iate! if 
B. E. Jolley has been appointed fac 
% H Se 
& = |director of research, planning and tis 
ws lg U re U |production for Ross Federal Re- of 
a | search Corporation, New York. John col 
ue Holzapfel succeeds to the position 
of research production manage! 
‘4 ° . . . ’ . . m . which Mr. Jolley formerly held 
. NBC offers a complete service give you high quality you'll appreciate _ sensational new Orthacoustic method— C orme ~ 
oz available in whole or in part in- inacustom-built show. And at low prices which gives your program an unmistak- “Photos That Breathe’— 
. + as . : hat offer you far and away the very able surge of life... makes it sound like 
cluding writing, talent, direction cnet : ; , i 
di . most for your money! a live studio show! 
eee m nmu- , 8 % ° a ° r . 
ee ee We're bubbling over with eagerness You can have as much or as little of 
facturing and distribution of todo areal program job for you! Ourex- — our complete custom-built program ser- 
: duplicate pressings! perienced writers, actors and producers _ vice as you want. Next time you have a 
are yours! We offer you the finest studio _ recording job be sure to get a quotation 
Programs—good programs—is our job! and technical facilities in the world, bar from NBC.Take a few seconds and give 
We've been building them for a good none! And recordings are made by the __usaring. You'll find the time well spent. 
many years—for more years than any- 
ae one else. And because we've been at it 
ri 
sate so long, because we've discovered what Ls | 
appeals to audiences, because we're , N 
td : . . e e * ¢ @ Send for latest 48 page ©. | \ 
chock-full of good, stimulating program 10- ecor in IvISiON alee . . . almont 1000 NEY 
ideas —and because we have a wealth STOCK PHOTOS | 
of splendid radio talent at our disposal, NATIONAL BROADCASTING COMPANY wide sons of subjects avai ~w | 
we've become the program pace-setters A Radio Corporation of America Service against first purchase of $10. | a 
te prog I 
; = . RCA Building, Radio City, New York + Merchandise Mart, Chicago . 9 ’ N ED 
of the industry! conan Ven teagan BLACK BOX STUDIOS | 
M Established 10 year 
Yes—and because of all this we can ie ee [ 


| _136 East S7th St., New York, N.Y — 
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Patriotic Copy. 
Minus Sales Slant, 
Used by Laundry 


New York, March 26.—A far cry 
from the usual laundry advertising 


was the campaign recently com- 
pleted by Pilgrim Laundry, built 
around the slogan, “Isn't It Great 


to Be an American?” The local con- 
cern, which serves Brooklyn, Queens 
and Nassau counties, used this patri- 


otic appeal in a two-month drive 
in newspaper and outdoor poster 
space. 

The idea, admittedly borrowed 


from a Miami laundry, was simply 
to convey a patriotic message with- 
out the taint of commercialism. The 


Pilgrim name appeared only at the 
bottom of each message, with copy 
containing no attempt to sell laun- 
dry service. 

J. E. Dann, president of the con- 
cern, was results ob- 
tained, even though no increased 
business could be traced to the cam- 
paign. He received numerous let- 
ters of favorable comment from 
educators, civic leaders and patri- 
otic societies. He made available to 
teachers and patriotic groups a color 


pleased by 


card of the poster, minus the Pil- 
grim name but bearing the com- 
pany trademark. Brooklyn teach- 
ers wrote in and asked for 1,300 


cards and 75,000 blotters 


The Brooklyn Eagle and Citizen 
carried the copy, along with 12 
weeklies. The outdoor showing 


consisted of 356 boards. Two maga- 
zines, American Hebrew and Brook- 
lyn Teacher, were also used. Ber- 
mingham, Castleman & Pierce is the 
agency. 


. 

Splits Salt Account 

International Salt Company, Inc., 
Scranton, Pa., has appointed J. M 
Mathes, Inc., New York, to handle 
the advertising of its domestic salt 
package division Simpers Com- 
pany, Ine., New York, will continue 
to handle the advertising of the 
company’s industrial division. 


PCA Advances Sullivan 


Edward Sullivan, formerly chief 
of stations for Pennsylvania-Cen- 


tral Airlines, has been made general | 


traffic manager, with headquarters 
at the general offices, Pittsburgh. 


| executive. 


15 

Kansas City Becomes 

Collier Headquarters 
Kansas City has been made the 
headquarters for the entire Western 
division of Barron G. Collier, Inc., 
directing activities in Montana, 
North Dakota, Minnesota, Wiscon- 


sin, Wyoming, South Dakota, Iowa, 


Illinois, Colorado, Nebraska, Mis- 
souri, Kansas, Oklahoma and Ari- 
zona, 


Richard A. Martinsen, who was 
recently made head of the Kansas 
district, has been promoted to man- 
ager of the Western division 


Shoemaker to Dahl 

Stephen P. Shoemaker, formerls 
head of his own agency in Toledo, 
has joined Ted Dahl Advertising 
Agency, Los Angeles, as account 


cee THE CHICAGO 


No selling copy at all, aside from the 

signature, appears in the patriotic series 

Pilgrim Laundry is running in Brooklyn | 
papers. 


Jim Duffy Agency 
Adds Five Accounts 


Five new accounts and media to 
be used are announced by Jim 
Duffy, Inc., Chicago agency, as fol- 
lows: Laidlaw Brothers, Chicago, 
publisher of textbooks (state teach- 
ers’ magazines, educational and 
school management publications, 


jirect mail); Electro-Vac, Inc., Chi- 
igo, maker of beauty equipment 
ind cosmetics (radio, car cards, 
transportation advertising, com- 
munity newspapers); Lockport Ex- 
change Trust Company, Lockport, | 
N. Y. (newspapers and direct mail); 


Keely Institute, Greensboro, N. C. 
(newspapers in eight cities, five 
radio stations, direct mail); Wol- 


erine Brewing Company, Pontiac, 
Mich. (newspapers, road signs and 
probably radio to introduce a new 
product, Chief Pontiac beer). 


Westinghouse Roaster 
in Vigorous Campaign 
Westinghouse Electric & Mfg. 
Company, which last year con- 
ducted its first roaster campaign as 
an individual promotion, has 
planned a still larger campaign for 
1940. The program will include 10 
half-page, two-color insertions in 
The Saturday Evening Post begin- 


™ 


ring with the March 23 issue. One 
advertisement will be run _ each 
month for the remainder of the 
yeat Each insertion will show a 
different use for the roaster, em- 
ploying a_ strip technique with N Monday, January 22, aman sat be- 


human interest illustrations. 
Fuller & Smith & Ross, Cleveland, 
is In charge. 


fore the dials of the powerful short 


Kill Unfair Sales Act 


Assemblyman L. James Shaver's 
“unfair sales act” prohibiting manu- 
facturer or wholesaler from adver- 
Using or indicating the retail price 
of any product manufactured or 
controlled by him, unless cost price 
s 25 per cent lower than indicated 
retail price, has been killed in com- 
mittee of the New York state legis- 


lature 


wave radio receiving station of The Chicago 


TIMES. The man was B. E. Lucas, editor of 


the column "We're Listening,'' radio engineer 


and expert linguist. He was making his daily 


rounds of Europe's broadcasting stations. 
Things are 
booming in 
Baltimore! 


As he listened he heard the announcer re- 
peat an address from the Holy See, accus- 


ing and criticizing Germany for atrocities in 


Poland. 


For instance, building 
contracts are UP... 


74.22% 


It was a speech patently of great 
historical significance, indicative of a strong 
change in attitude by the Catholic Church 


toward Germany. 


The next day, January 23, TIMES readers 


had the news. On January 29, almost a week 


MATION AL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


later, the great press services ''broke’’ the 


TIMES ADDS 


story. It spilled across the headlines of 


newspapers throughout the nation. 


But readers of The TIMES, Chicago's pic- 
ture newspaper, were six days ahead. Add- 
ing ears to the camera's eye is another ex- 
ample of the journalistic enterprise that has 
made TIMES readership grow above the 
387,000 mark. These readers have been 
drawn to The TIMES because of the vigor 
and keenness of its presentation of the news. 


The response of these readers to advertising 


in The TIMES reflects this same vitality. 


THE %) TIMES 


CHICAGO'S PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 
SAW YER-FERGUSON-WALKER CO. 
NEW YORK DETROIT CHICAGO 


R.J. BIDWELL 
SAN FRANCISCO 


N. ANGIER 
ATLANTA 


J <i Ns ail y ~ we = ee 
groin = he ie, ae es eee hk ce 
ie rae en, nd a we = st a a ; 2 a ee it Ts ho ‘. £0 ge 5 - * 
of 5 - “hi jae * : , r : oes 4 eae ne ‘ . yom ee ieee ae “ ee a , + ye = 7 Pas. ware? Pe i. a ” Nes Z “4 aa 2 
# FEES 
oe 4 
April 1, 1940 ee : 
Be 2 4 
b. a : a oo eos “ 
. ad cee ‘te idle « * 7 -” : j 
YY es ee oe ae 
oy eee eS a 
: ‘ | | ig ‘ Pe a | 
. i ee Bova ie ' 
; eee 
. . ~ orn + eed ar 
y » o 7 J < d i 
4 ) Y £ 4 a ee 
i Lz _ YY 2, a 
: \) a eu a 
ne ght os Gad gives us to nee Re - eardonee 0 : = Ceti 
coe rttncindah ematamntatininian tir dibe oe 7 f 
na te expham: © 60 of <tieh many Octian® © ft nd tating \ —sSSCSCS a 
——— ’ cals. " 
. aN Po ae : 
- teas 
od = Dials a eS 
yp of great lo be ay Ras - __ : bg 
a og “ 
Be 3 - 
ae : : | . | " "4 * 
eee » ao 
aad ‘ - = a ; 7 1 ye ae hk ate Ss ‘ a 
a . "9 Pras 2 “en OS eal ae ph sy i ee ba ied ; ‘ge 
Fs ist; Sei ty F é 9) ee eT o ~S A = 
on Slat eA So. + oe, hilt : 
} - me", ‘ ae . he a C és y aes “, a e “td Sd P : “tL 
on Lalas Yee a ce, ee ie a ; ’ é bus ail c ae 
— <4 oY * Ee Se: 4 P4 Pa tia mies ae Gun is a y, d i ogee : 
4 ae ~ i ee a ral : pas ; 9 EES = a. Pa 7 3 —— 7 a= a ve 
ae 7 " 3 ‘‘ = wee, ee hoe ; ae om ‘ ; a be gt? a a ei) 
, ae BAR od, a — e ‘ ys . Se 
fs on va — ae 
ry ‘ re ; a patie: : . : . = bs 4 Jey ‘ al . iy : Bas sol 
en On ee is ek part ae ; ae: Pe oe 5 alam 
me ay ee = a \ = Jail rma Bek v op ae 2 a 
‘ + te a ia ‘1 P ro ’ 
“S ; a “Ek me .. ? 3 a bs. ean PAS . 7 y eres . 
' _ aie eae ; - a "eer Suh ~ \ : = Oe ; : 4 J, aif ; ig 
3 " r < a i jj a — : . = A * - " . ; ‘eran , 7 “ ; s i 
aan , % ae ‘ r a - 7 : ps a - . * . i A ‘ av “ eo "; : 
} , a ah oe ee : Ri: ee ' en *" ?. = ey I on ae 
c. See ~~ i , of} Dit ig te sie “4 aes Si ? ; wad "Jee a ieee” 
eee ong _ ae SOE es ta M4 
7 peh a) - - , AS Birt ae e eee *pe ee srbe toe Pas , Mie <a 
. ee: tg , oe a ae oo, Se a. etre : ae 
a - 3 # 3 zi | ery Sug aa ae ae 5 of ee Mg j 7 ‘ ‘ ae 
. ae an: Me ae a re ee Uh a) Oe On >) ee 4 ss @ 
9 ere ae , : Fer ek, i et 7 Rie Soak - ioe , 7 
i a ee 
J wae 7 : : ees Tabor P ae 
aa a “ieee eee ee Bf 43 
a : oN a ai 4 ' "7 i ' ea 
a = % Bs ee ci et ad ae ales 
“an we  \*_ se a 7 i i . | 
, oe aa, . our “EE 4 . 7 
ee ail ~ ei i es al ‘3 aa ' 
cial ‘3 te ee - a i 
: = ——. ' . i oh, es ee ~ ? _— . gi ‘ 
oY , tes: 9, a EY et — ey ie 
— : m Soe ie +: a ; aes ae ag, 
“Ss oa: - “ane Bore ht AL” a: oa is et 2 BE 
4 4 . ‘ Feet ¢ Eee " oP a ~*~ eS te 
' : ————— 7. a 
: Z m iii kde ‘ ee 
i ge 
setae 
Peri pe 
st 
ae. i= 
=e: 
= Ds 
EE: 
og 
ore 
= ——O% 
“ : 
= a 
4 as 
ea =i 
= fa) 
Po f ” 

\ “ d 
\ y D> ; ; 
S= i 

ee ee *s 
| op 
lig Ce P 
os 2 
= 
——— me ¢ Tr 
Sige ° ae 
. a. de ge” a Se oe Oe aris o> eget. A ae, 3 pete l 2m 3 . : : wt ; am.“ pat ee A eee, ee ; : : se 
gee 2% et a vs i+ xh f: ‘ » ? iat ete ve : Rt ae 4 ; , } ey adh : TEAS l i Le 8 eo ae 
RE y Ps ete Ree or are. , Se PO ee TE Bing Si . re 5" = , * i > ek eo. ag cao Ce 
TR n-ne een Se a SBE SR a OB Sas ie 2. Sa: el oe Jia eee 


: : ie . a Sy La ae Bee € ee Oe 3 ae TA = ane tier 
ADVERTISING AGE April 1, 194 April 
Senna edad iaadeinaieieenenatietanaal —— —_— —— —— —— 


: cities ranging in size from less than! sales results, cost of advertising s 
"COOPERATE ‘ON FARES Bigelow Prepares Retail Newspaper | 10,000 population to over a million. and dollar returns per dollar spen; Ch 
‘Promotion Material 


While the cases presented are anony- The book is mechanically boung 
BEGINNING | Using 18th century period pat. Suecesses Told mous and names are blocked out! with board covers, and is pr nted Far 
MARCH 25 terns as its theme, promotional ma- |» ANPA B k on the reproductions of the adver-| throughout its 128 pages in ty 
ogg ey ao a, args bed in oo tisements, the bureau explains that | colors. Say 
cam. Dew Sank " eeeteaion 9 pear el New York. March 28.—Issued as| this was done because a minority ——__—_—__—— Phil 
« > 4 ’ . « . : : . 7 ice ca « 7 . ; s s ‘ - 
| of mats in various sizes and column | 4 Companion piece to its Blue Book | of those discussed asked that their Voids Sign Law Baier 
| widths and a portfolio of suggested |of noteworthy national newspaper | names be deleted, and therefore, in Judge Bryan Johnson, Alby. ne tic 
window, departmental and spot dis- | campaigns, the Bureau of Adver- the interests of a the querque, N. M.. has declared uw =f whe re 
plays. Li Jehan, tn x sda tising, American Newspaper Pub- same style is followed Girougneut. stitutional a state law denying 1 : 7 
| Included in the portfolio is a chart |jjchers Association, today released |Complete information, however, is | gasoline dealers the right to adver. zal 
on Rage Baas og poe “It Sells,” a collection of 60 case on file in the bureau’s office, it is tise the price of gasoline except jp ae 
tre iy Sinden & faer eovertae histories of retail advertisements | explained. . . signs on pumps. al 
te tr appearing in newspapers during Material included follows a — ee 
snietibpanemenateen tl — — 1939, each presented with factual simple formula: the eigen ose Coutlee Joins Hoyt aves | 
Hh apeed cater) end comer! . . ¢ ite cash-regi nee ¢ =  ¢ -rtise . s are nan ® ed. 4 ie : 
Laaapla¢ How Lew cont torn = Publisher Expands information on its cash-register ap- | o1 idvertisements ire reproduce Douglas Wakefield Coutlee, Jr. of Elk 
~~ oe a , ‘ ; peal. along with basic data on the type has joined Charl W. Hovt © It 
Liquor Publications, Inc., has ae las joine *harles . Hoyt Com. 
moved to larger quarters in the The case histories cover all types | of store, location, population 8rOuP | pany, New York. His father is di- aun 
Daily News bldg., 220 East 42nd |0f retail advertisers in all sections | in which the city falls, date the rector of advertising of Merck 4 -adio 
’ street, New York of the country, using newspapers in | advertising appeared, space used, Co., Rahway, N. J. gh- 
a —__ 
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RMILECADS 


os 
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Typical joint promotion being used by 
Eastern railroads to publicize reductions 
in fares. 


February Gain of © 
2.54% Reported | 


for Rotogravure 

New York, March 28.—Rotograv- | 
ure linage showed a 2.54 per cent | 
gain in February with a total of 
982,836 lines as compared with | 
958,419 in 1939, Kimberly-Clark | 
Corporation reported today. | 

Both local and national linage 
made gains. National linage totaled 
745,260 lines as compared with 
725,536 lines last year, an lemnae | 
of 2.7 per cent. Local rotogravure | 
totaled 237,576 lines as compared | 
with 232,883 in 1939, a gain of 2.01 | 
per cent. 

Of the total, color rotogravure 
accounted for 268,760 lines, with the | 
balance of 714,076 being monotone. 


Lithographers Elect 

George Schlegel, Jr., Schlegel 
Lithographing Company, was 
elected president of the Young 
Lithographers’ Association at the 
March meeting in New York. Other 
new officers are Alfred Soman, Jr., 
National Process Company, vice- 
president; Norman C. Bernhardt, 
Sweeney Lithograph Company, 
treasurer, and Sidney P. Voice, Con- | 
solidated Litho Corporation, secre- 
tary. 


Promote G. Fontaine 
George Fontaine, advertising 
manager of the Chattanooga Medi- 
cine Company, has been given the 
additional office of assistant to 
President Lupton Patten. Mr. Fon- | 
taine has been with the company 35 
years, at ore time in charge of sales 
of two of the company’s products. | 


ATTRACTIVE salt? 


LLENS | 
a0 PRISM BIN OEY) S44 | 
a A 
a Fons Waen the industrial lights of America burn late... bringing news of all these things, is made for them. A 7 
= 136” When wheels turn and machines roar and goods move... magazine like Business Week whose only job concerns 
, L - Remember that behind this action there’s another the news of management's many jobs. 
oS ~ kind... the decisive action of the men of management, A magazine that, week by week, concentrates on the ‘ 
a - Chrome Metal For, rare is the business today that “runs itself”. And one question: What's new in business? ... that seeks to 
ahi Cut-Out almost never is successful business “born”. It’s always analyze always, predicts when it can, and is ever inter 
*- * Display * made ...made by the managers who guide it, made by ested in what’s-going-to-happen-Tomorrow . . . not just 
the men who make decisions. what-became-of- Yesterday. 
Theirs is a job of many parts. The purchase of equip- Of advantage to management? Yes, and to those adver- 
ment for plant or office ... the selection of kinds of trans- tisers with business goods to sell! 
Crcated and Produc ced by portation ... the adoption of necessary insurance .. . the For, this is the one working magazine that manage 
Th, y he Var $$. Compan problems of an advertising program. All these are the ment uses, week by week. " 
einer. COsESHAL ah functions of active management; these, and many more. .as many a Business Week advertiser will glad!) A 
SL WAUKEEWISCO So, it’s to their advantage that a magazine of business, testify! ! 
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Children’s Radio 
Fare Suits Them, 
Says Broadcaster 


Philadelphia, March 26.—Inti- 
mating that adults might well turn 
6c tical eye on their own predilec- 
tion for newspaper comic strips in- 
stead of criticizing children’s radio 
vograms, Samuel R. Rosenbaum, 
" ocident of Station WFIL, labeled 
“e ntal objections to such pro- 
crams as “thoughtless” in an ad- 
ares before the Shoemaker School 

-ins Park. 

It is inconsistent,” 


Mr. Rosen- 


same criticism is levelled 
universally circulated comic strips 
in the daily newspapers. These are 
devoured with glee by parents as 
well as children by the millions.” 
Mr. Rosenbaum based his defense 
of children’s programs on the air on 
the fact that they please the large 
majority of the audience. Programs 
that might evoke applause from cul- 
tured members of women’s clubs, 
he said, would not always obtain 
the same reaction from “the vast 
majority of healthy, vigorous chil- 
dren who adore action more than 
they do delicacy.” 
“Radio claims it 
duty,” 


is fulfilling its 
Mr. Rosenbaum asserted, “if 


\ said, “for parents to expect|it meets this want and keeps the 
dio programs to be exclusively | level of its material always slightly 


| . 
-toned and cultured unless the |in advance of the mere average of 


| 
at the 


pablic taste. If it gets too far in 
advance, it will be a general with- 
out an army. On the average, radio 
rrograms certainly are superior to 
ihe average entertainment provided 
by any other medium.” 


K. C. Agency Expands 


Beaumont and Hohman, Kansas 
City, has added Noel Turner, copy 
and plan executive; Harvey Pear- 
man, production manager; Richard 
Prezbel, art director, and S. H. 
Ermoian, art department. 


CBS Promotes Dundes 


Jules Dundes, a member of the 
sales promotion department of the 
Columbia Broadcasting System, has 


been appointed sales promotion 
manager of Station WABC, New 
York. 


. . 

Publisher Appoints Two 

Greensboro News Company, 
Greensboro, N. C., publisher of the 
Daily News and Record, has 
}nounced appointment of Rebecca B. 
| Jeffress, daughter of E. B. Jeffress, 
| president, as_ secretary - treasurer, 
|and P. T. Hines, formerly advertis- 
‘ing manager, as general manager. 
They succeed Andrew Joyner, Jr., 
who has resigned as_ secretary- 
treasurer and general 
the company. Earle Godbey con- 
tinues as vice-president and editor. 


Schuster to “Look” 


H. G. Schuster has joined the Chi- 
cago sales staff of Look. Mr. 
Schuster was formerly with the 
Chicago Herald & Examiner and at 
one time advertising manager of the 
Chicago Daily News. 


an- | 


manager of | 


BUSINESS 


WEEK 


Active Management's Magazine 


Cee eh a A. 
eS ie 
f shee ke 


ing up... 1940's February 


UP. ..-Best pat-on-the-back for any mag- 
azine is the amount of advertising entrusted 
to it. In 1939 only six magazines (including 
weeklies, generals, etc.) carried more pages 
of advertising than Business Week. Still go- 


in Business Week's advertising history! 


was the biggest 


| 
| 
} 


| 


| 


Gerald H. Carson, vice-president and 
head of the copy department of Wm. 
Esty & Co., who will become head of the 
copy department of Benton & Bowles, 


Inc., early this month. He will succeed 
Walter O'Meara, B & B vice-president, 
who is to devote all of his time to the 
agency's newly organized plan board. 


Service Charge 
Substituted for 
Red Cap Tips 


| Chicago, March 26.—<Acting as 
bellwether for the railroads, the 

Illinois Central System announced 
|in local newspaper advertising to- 
|day that effective April 1 a charge 
of ten cents per bag or parcel will 
be made for red cap service at its 
\three Chicago stations, the ancient 
practice of tipping thus being abol- 
ished. The new plan has already 
been instituted in Cincinnati by the 
Illinois Central. 

The railroad red caps come un- 
|der the dominion of the wage and 
hour act, which provides that they 
be paid minimum salaries. This 
additional outgo forced the IC to 
| seek some offsetting income, the ten 
cont per parcel charge being the 


answer. 

Whether it is the final one will 
be judged by other railroads, which 
are still wrestling with the problem. 

Some feel that many travelers will 
| continue to feel under obligation to 
tip in spite of the service charge, 
and that hence the solution is not as 
simple as the Illinois Central seems 
to think. They say, however, that 
no final decision will be reached 
until they have a chance to observe 
the operations of the new idea. 

The advertising copy, running 110 
lines, was placed by the Caples 
Company. 


‘Diller & Keen Separate 

| The firm of Diller & Keen, Center 
| Ossipee, N. H., has been dissolved 
to form two separate companies, 
K. W. Diller & Co., agency, and 
Kennard G. Keen, Jr., and Asso- 
ciates, publisher of cooperative 
house organs. 


|| TRADE PAPER 
| WANTED! 


A CLIENT of ours is inter- 


I} ested in buying a_ trade 


paper. It must be in a 
growing field and show a 
consistent earning record 
over the past several years. 


All com- 


strictest 


Principals only. 


munications in 
confidence. Address: Lang, 
Fisher and Kirk, Inc., 1010 
Euclid Avenue, Cleveland, 
Ohio. 
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Last (and We Mean Last) 
News of Perfumed Ink 

To the Editor: In the accom- 
panying envelope we are enclosing 
a copy of our second section pub- | 
lished March 20 which carries a 
full-page florist advertisement. A| 
two per cent mixture of oil of roses 
with the red ink has produced a| 
scent of flowers. 

While I appreciate that this is not | 
exactly new to the advertising and | 
publishing field, it was definitely 
new to Racine. 

DALE D. KARSTAEDT, 
Advertising Manager, Racine 
Journal-Times, Racine, Wis. 


vvry 

To the Editor: On Wednesday, 
March 13, The Houston Press pub- 
lished a unique Easter fashion sec- 
tion entitled, “Out of the Blue 
Comes Easter.” The cover page of 
this 12-page section was printed in 
« beautiful new blue spring shade, 
and with a delicately perfumed ink 

The Press being first in Houston 
to inaugurate the use of scented 
ink. 

The section received unusual and 
favorable comment in Houston, both 
in advertising and reading circles. 

Ray L. POWERs, 

Business Manager, The Houston _ | 

Press. 


| 
| 
| 
| 
| 


vvy 

To the Editor: It occurred to us 
that you might be interested in the | 
attached advertisement run by one 
of our local department stores in 
which perfume was mixed with the 
ink and carried in the paper. 

The results of this page were such | 
that the perfume department was | 
sold out of stock on the items adver- | 
tised by 3 o'clock the following 
afternoon, and a follow-up ad was 
run announcing the sell-out. 

MATT MEYER, 

Advertising Director, The Wash- 

ington Daily News. 

vv 


Deplores Attitude of 


West Virginia Adman 


To the Editor: We not only de- 
plore the stand that Ivan E. Meyers 
of the Gutman Agency takes on the 
trade-in clothing sale (ADVERTISING 
AGE, March 11), but have actually 
addressed a letter of commendation | 
to the Rivlin Company in West Vir- 
ginia praising them for this mer- 
chandising and charity gesture. 

As a matter of fact, we started | 
plans for such a_ project. three | 
months ago, in conjunction with our 
extraordinary Angelus Temple, led | 
by the beloved Aimee Semple Mc- | 
Pherson. Mr. Meyers’ letter in your | 
“Letters to the Editor’ column! 
caused us to phone Mr. Inglis, | 
public relations head of the Angelus | 
Temple, who said, “It is a very | 
commendable idea and anything | 
further that you may plan along) 
similar lines will be very welcome.” | 

We ARE planning—and sorry that 
Mr. Meyers’ impression of “ethical” 
is so far from the accepted inter- 
pretation of the term 

MILT FEINBERG, 

President, Feinberg Agency, 

Los Angeles 

vvy 
Point-Drawing Makes 
Debut in Retail Copy 

To the Editor: McCreery’s have 
been doing a lot of new things lately 
in their advertising—and I thought 
your readers might be particularly 
interested in the enclosed advertise- 
ment 

It starts off with an attention-| 
getting device that, so far as we 
know, is entirely new in newspaper 
advertising. Developed by Martin 
Jones, McCreery’s art director, and | 
Richard Pinkham, McCreery’s ad-| 
vertising manager, in collaboration | 
with ourselves as McCreery’s| 
agency, it not only attracts the 
reader’s attention, but causes her 
to linger on the advertisement 
much longer than usual. It also 
increases, we believe, the probabil- | 
ity of her remembering the adver- 
tisement, and the probability of her | 
talking about it to her friends 


Both the actual the 


and 


sales 


| Retail Salesmen Aided 


| underwear. 
| retailer. 


| service” dispensing units, and do all 


| ent, 


of the Advertiser 


This department is a 


forum. Letters are welcome. 


NEW DEVICE 


reader's 


requested that we show the film to 
every employe of the store. We 
have been happy to arrange this, 
and while we cannot always give 
| books to every store employe, we 
arrange to have copies placed in the 
store library where salespeople from 
the lingerie, furniture, ladies’ outer 
apparel, and every other store de- 
partment can consult and study it. 

We have received many requests 
|from universities, colleges, 


|advertising agencies to show the 
| film. In fact, the interest seems so 
| great that our problem is liable to 
| become one of how to control the 
| thing, rather than how to get show- 
|ings and book distribution: 

Of course this is selfish on our 
| part. It is selfish because the book 
land film necessarily contain some 
|propaganda for our product, and 
| because if we make better salesmen 
| out of retail employes, our own sales 
| will rise. It is unselfish, or “insti- 
| tutional,” too, however, because the 
| principles the film and book teach 
can be applied to the selling of 
articles, including some which com- 
| pete for our portion of the con- 
|sumer’s dollar. 

JOHN KAYLOR NoRTHWAY, 

Sales Promotion Manager, 

Coopers, Inc., Kenosha, Wis. 


abibitipeniieiil 


Frequently used in other ways, the dot- 
picture used by McCreery in newspaper 
advertising is claimed as a ‘first.’ 


comment resulting from this adver- 
tisement have been so pronounced 
that a similar device will be used 


in many other future McCreery ad- vvy 
vertisements. ° ° 
GEORGE BIJUR, Right, Mr. Bennie! 
President, George Bijur, Inc., To the Editor: Touche! Or in 


New York. | plain American, you've got me, pal! 


sabes /than that which comes at catching 
a critical smarty in a glaring error 
at the very moment of criticising. 

Next time I'll try not to leave 
myself so wide open as to write De- 


by New Coopers Book 


To the Editor: How far beyond 


uctual advertising itself does the | cember, 1940, when referring to a 
national advertiser’s responsibility | last year’s publication. 
go? That is a question that seems EVERETT BENNIE, 


more pertinent than ever, in these 
days of discussions concerning the 
“consumer movement,” the FTC, 
and so many other perplexing prob- | of 
lems. 


Advertising Department, A. S. 
Aloe Company, St. Louis. 
[Editor’s note: Mr. Bennie refers, 
course, to his letter published 


| here last week criticizing the use of 


|}more. “Effective with the February | 
issue,” says this clipping, “The Wil- 
liams and Wilkins Company has 


night 
| vocational classes, civic groups and | 


words by our Ad-libber. 
us to examine previous comments 
of his on this subject, which he 
asserted had been published in the 
December, 1940, issue of a _ busi- 
ness paper. 
into the middle of things, however, 
with a clipping from the house 


organ of Williams & Wilkins Com- | 
pany, medical publishers of Balti- | 


assumed publication of the Journal | 


of Human Fertility. It was formerly 
known as the Journal of Contracep- 


tion.” “Would you say off again, on | 


again?” queries Mr. Bennie. | 


a 


\Saga of a Huge 


| 
| 
| 
| 
| 


| 
| 
| 
| 


Retail Enterprise 
To the Editor: 


Inc., yesterday reported gross sales 
for the four weeks ending March 


| 16 of $30,431,270.15. 


In American Falls, Idaho, S. M. 


| Skaggs built a small store structure 


with his own hands and then, in| 


May, 1915, went behind the counter 


|to serve groceries to his neighbors 


lof the 
on | Skaggs, now chairman of the Safe- 
oe | way board, purchased the American 


| 


I imagine there’s no rosier glow | 


little community. M. B. 


Falls store from his father in Aug- 
ust, 1915. 
Thus Safeway, as did other chain 


stores, started as a single store and, 


in the intervening 25 years, grew 
with public acceptance of its mer- 
chandising method — ‘Distribution 
without waste.” 

The gross sales for the four weeks 
ending March 16, 1940, compared 
with sales of $28,661,363.09 in the 
like 1939 period. This reflected an 
increase of 6.18 per cent. 

Sales for the twelve weeks ending 


| March 16th this year were $87,510,- 


186.46, compared with $82,176,458.27 
a year ago, an increase of 6.49 per 
cent. 

Stores in operation this year 
numbered 2,814 as compared with 
3,048 in 1939. 

L. GILES, 

Controller, Safeway Stores, Inc., 

Oakland, Cal. 


He urged | 


He bounces right back |° 


As it approached | 
its 25th anniversary, Safeway Stores, | 


ee} 
— 


DEAD MAN SPEAKS 


‘They cheer one up just to 


look at them, 


| Mr Barratt’ 


awe cam 
wher good myle and damry 
fecha: would de doug for oll 


ne 
pusped mane of 
ous ideas ino ¢ 


Walk the Barratt way 


Barres Norbamprae and see Dumdred 404 Bf drae ner 


| 
| Although Mr. Barratt, head of Barratts 
Northampton, English shoe chain, had 
| been dead for several weeks wher this 
| and similar advertisements appeared in 
English newspapers last month, he con. 
tinues to speak right out in the first per. 
| son, as he has done for a number of 
| years. Apparently there's no FIC jp 
| England. 
| 
| 


Error 


| To the Editor: In your March 25 
issue you reproduced a cut s! 
an editorial item about a 104- 
|old having his beard trimmed 
which ran alongside of a Smit 
| Bros. ad in the Los Angeles 

But the news item says the b: 

| gent who braved the perils of a 
| barber chair was born Mar 

| 1936, which would seem to mak: 
him four years old instead of 104 
Maybe that makes it even more re- 
markable. 


J. R. FORTUNE, 
J. R. Fortune & Son, Detroit 
{[Editor’s note: You can’t blam« 
the Los Angeles Times for chopping 
a hundred years off the ancient’s 
life. Back in 1836 there was no Los 
| Angeles, no Hollywood, no nothing 


Here at Coopers we are proud of 
the consistent campaign which we 
have conducted in national maga- | 
zines concerning our men’s Jockey 
However, we have long 
felt that our responsibility went 
much further than that. For exam- | 
ple, we work hand-in-hand with the 
We help him with his 
merchandising and advertising 
problems. We help him with his | 
displays, provide him with “self-| 


that we can to help him do a better 


job. 
Yet it has been our experience, 
and leaders in the retailing field 


agree with us, that the person who 
‘Ss quite frequently the most impor- 
tant link in the chain of distribu- 
tion is often the most neglected 
person of all. We refer, of course, 
to the retail salesperson. 

There was a time when selling in 
a retail store was regarded as a 
highly important profession. In 
fact, most of today’s business lead- | 
obtained part of their early 
business experience “clerking.” 
Today, the retail salesperson is all 
too often spoken of with polite dis- 
dain, and very little is done to in- 
crease either his self-respect, or his 


ers 


ability as a salesman 

The problem is a big one—so big 
that it is continually being discussed 
but nothing much is ever being 


done about it. For that reason, we 
feel that what we are doing at pres- 
and our experiences, are of 
general interest and importance. 
This spring we have produced a 
20-minute slide-sound film entitled 


“Easy Does It,” which is devoted 
entirely to the subject of retail 
sales training. The film is being 


shown in our dealers’ stores by our 
salesmen Following showing of 
the film, retail underwear salesmen 
are offered the opportunity of ob- 
taining, free, a book entitled “Re- 
tail Selling Made Easy.” 

The tilm and book have met with 
tremendous response. Not only are 


men’s furnishings departments in- 
terested, but in larger stores the 
wwner or personnel manager has 


POINT WITH 
PRIDE 


This is OUR 
kind of folks 


The Conrier-Zonrnal 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


THE LOUISVILLE TIMES 
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Havermale Gives 
Aspiring Tyros 
Words of Wisdom 


Chicago, March 27.—How to de- 
nine whether or not one is tem- 

entally fitted for the advertis- 
ng business, and, if the answer is 
affirmative, how to prepare for such 
er, was related today by 
Homer Havermale, vice-president 
nd Chicago manager for McCann- 
. Inc. The beneficiaries of 


Cc con 


nd Carl Atkins, seniors at Grinnell 


Set Bien Jolie Drive 
Benjamin & Johnes, Newark, will 
use metropolitan newspapers from 


,coast to coast in the spring cam- 


vice were Miss Jean Castles | 


ln sity, Grinnell, Ia. Sixty stu- 
ients of Grinnell made their fifth 
innual invasion of Chicago this | 


week in search of prospective em- 
ploy and suggestions as to how 
they might fit themselves for busi- 
ness berths on graduation. Miss 
Castles is a member of the adver- 
tising staff of three Grinnell publi- 
cations, While young Atkins is 
advertising manager of the “Grin- 
nell Scarlet and Black,” a 
weekly newspaper. 

Mr. Havermale’s first prescription 
was calculated to awe many aspir- 
ng advertising novices. 

“If you can run a slide rule with 
ene hand,” said he, “and read or 
wi with the other, you 
probably have a future in 


ite verse 
tising 
candidate for advertising honors 
must have, on the one hand, a 
strong creative instinct, and, on the 
other, some of the passion for facts 
which marks the engineer.” 


Subjects to Study 


Assuming that the ambitious 
can detect these virtues 


voungstel 


to ground himself in studies which 
rovide the necessary background 


| 

for a successful advertising career, | 
} One of these | 
another is | 


Mr. Havermale said. 
economics; 
which is 
infancy so far as 


subjects is 
still in its 


nani > 
psychology ‘ 


will probably provide much of the 
excitement of the next decade in 
marketing circles; a third is writing, 
facility for which Mr. Havermale 
regards as essential to the advertis- 
ing man;a fourth is public speaking, 
so that the student can rise to his 
feet without advance notice and 
make a talk (not a speech) to any 
type of audience about advertising 
in terms with which it 
and which win its respect and confi- 
dence; and finally, many arduous 
sessions with statistics, so that the 


account executive can take the | 
results of a survey and quickly | 
translate it into a campaign 


for his client. 


Mr. Havermale suggested in pass- 
ing that too many so-called market- | 


ing courses enmesh the student in 


minutiae rather than broad funda- | 


mentals and principles. The former 
may fit the student for some minor 
agency post, but the latter are 
essential to any comprehensive 
grasp of marketing, and they can 
be achieved after graduation only 
by heartbreaking effort, he said. 


Joins State Ad Fund 


The Michigan Bean Shippers As- 
‘oclation has contributed $2,500 to 


@ fund to advertise state farm prod- 
ucts. The 1939 state legislature ap- 
proy ted $40,000 for advertising 
over a two-year period, the sum to 
be matched equally by agricultural, 
dairying, horticultural and poultry 
orgal zations. The bean shippers 
ere the first to respond. 


PUBLIC RELATIONS 
SALES PROMOTIONS 


Nationally known public rela- 
tions, publicity, sales promotion 

1 advertising director can de- 
ote time to another client on fee 
" retainer basis. Has record of 
itstanding achievements in cre- 
‘ung favorable public opinion 
‘or legitimate enterprises and 
‘rousing definite sales interest. 
Box 2081, Advertising Age, Chicago 


semi- | 


adver- | 
Expressed another way, the | 


application to | 
advertising is concerned, but which 


is familiar | 


map | 
' 


paign for Bien Jolie foundations, to 
begin the first week in April. Copy, 
emphasizing the new long-waisted 
figure, will feature headlines such 
as “That’s Right, You’re Wrong” 
and “In a New Bien Jolie.” Lewis 
& Tokar, Newark, directs the 
account. The agency will be located 
in new offices at 17 Academy street, 
on April 1. 


Opens Own Office 

F. Lacelle Williams, Atlanta rep- 
resentative of Free and Peters, Inc., 
New York and Chicago, for the past 
two years, has opened his own office 
as a radio station representative at 
617 Walton bldg. 


New NBC News Studios 
To Be Built of Glass 


Impending developments in war 
news, political conventions and 
elections and additional sponsored 
news programs are bringing about 
plans for the immediate construc- 
tion of specially-devised news 
broadcasting studios to be built in 
the National Broadcasting Com- 
pany’s news room on the fourth 
floor of the RCA bldg., Radio City, 
New York. 

The new studios will be of glass 
and adjacent to the battery of tele- 


types bringing news bulletins. 


Produits Nina to Wesley 


Produits Nina, New York, has 
appointed Wesley Associates, New 


York, to direct 


cosmetics. 


advertising of its 


Labels “Fair Sales” 
Act Un-American 


Chief Justice William I. Schaffer, 
hearing a case before the Pennsyl- 
vania Supreme court involving the 
state’s “fair sales” act of 1937, 
termed it “un-American.” The con- 
stitutionality of the act is being 
tested. 

The act prohibits retailers from 
advertising and selling merchandise 
below cost. It already has been de- 
clared unconstitutional by two lower 
courts 


Huffman Resigns 


George R. Huffman, for the past 
three years advertising manager of 
R. G. LeTourneau, Inc., Peoria, Il., 
maker of heavy grading equipment, 
has resigned to return to the Pacific 
Coast. 


“Press” Host to Students 

Advertising students at Penn 
State College, led by Prof. Donald 
W. Davis, head of the advertising 
department, and Sydney Gowlin, 
president of Alpha Delta Sigma, na- 
tional professional advertising frat- 
ernity, were guests of the Pittsburg/ 
Press at an all-day special semina) 
Tuesday, March 19. All phases ot 
metropolitan newspaper advertising 
were demonstrated to the visitors by 
Press executives. 
Rejoins Trowbridge 

Wilbur R. Trowbridge, secretary- 


treasurer of the Trowbridge Outdoor 
Newark, 
N. J., for eight years following 1930, 


Advertising Corporation, 
las rejoined the company as vice- 
president in charge of sales. Hi 
father, Lewis H. Trowbridge, is 
founder and president 


@ Many are the “orphans” which national advertisers have abandoned on 
the shelves of retailers throughout the land. For a few weeks out of the year, oc- 
casionally for a few months or longer, they nurture their progeny with sales- 
nourishing newspaper advertising, then abandon them on a convenient doorstep. 

Newspaper advertising by no means offers a master key to a Sales Utopia, 
but there must be something tremendously powerful in this force American 
retailers themselves use more than any other every week of the year to bring 
buyers into their stores. 

Newspaper advertising is an all-important sales-motivating force with 
which national advertisers should permanently endow their products. Instead, 
it is, on the average, merely a momentary fanfare in the theater of advertising, 
a tie-in with other media or a crutch to grasp when the going gets tough. 

Without YOUR frequent and consistent use of newspaper advertising, can 
you expect the retailers on whose shelves you leave your product to give it 


the care and attention it deserves throughout 52 weeks of the year? 


THE DAILY OKLAHOMAN © OKLAHOMA CITY TIMES 


This advertisement pub 
lished in the interest of 
abetter understanding 
between advertisers 
agencies and publishers 


AM | RUNNING AN ORPHAN HOME? 


s Below 
dian 


typical 


AT WHAT AGE DO YOU 
DESERT YOUR PRODUCT? 


is a tabulation of the me- 
length of advertising activity on 
the part of 468 national advertisers in 
The Daily Oklahoman and Oklahoma 
City Times during 
of a general 
out the United States in cities the size 
of Oklahoma City or larger. 


Weeks of 
Number Advertising 
of Activity 
Classification Accounts (Median) 
All National Accounts 468 7 
Automotive 45 6 
Food 83 9 
Medical 92 18 
Toilet Requisites 47 10 
Household Appliances 28 3 
Tobacco 8 2. 
Beverages 14 13 
Financial 16 1 
All Other 126 4 


1939. It is fairly 
practice through- 


THE OKLAHOMA PUBLISHING COMPANY, OKLAHOMA CITY, OKLAHOMA 


* F * 
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“N. Y. Sun” Announces IS THIS A PREVIEW OF POLITICAL ADVERTISING 5 TO APPEAR THIS FALL? — 


Father’s Day Contest Shell tc to Renew 


——.. / 


The third annual Father’s Day le al aie 
advertising competition for a $500 ‘Share the Road’ An Open Letter to the Good 
prize has been announced by the 
New York Sun. Contestants are re- Citizens of Louisiana 
quired to submit five 1,000-line 


newspaper advertisements, measur- 
ing five columns by 200 lines, best 
suited for use by the Sun and par- 


on Huge Scale 


Nee te recent qeet bee en Siete ant met he reciente baw 
heroes’ 


ticipating out-of-town newspapers 

to promote Father’s Day. Employes Color Center Spreads. WE HAS EYES THAT SEE THROUGH 

of the Sun and other advertising ° . cdtinoy eu tn tad tn teas dm ab-emoen ad ous te 

media are not eligible. Entries in Three Magazines Re-| ao 

must be submitted by 5 p. m., May * | 

1. Winner will be announced early open Campaign WE HAS A NOSE WITH WHICH TO SMELL 

in May. eachangmecnarertatann Gey magmas 
Last year’s contest brought en- Chicago, March 26.—After sur- — <<a la 


tries from 35 states. 


Oakite 1940 Budget 
Boosted 25 Per Cent 

Oakite Products, Inc., New York, 
has increased its 1940 advertising 
budget 40 per cent, following one 
of the three best years in the com- 
pany’s history. Spot radio has been 
added to the promotion program, 
with about 25 stations to be used. 

The trade character, “Okey Oak- 
ite,” will appear in 115 newspapers 
this year, compared with 70 in 1939. 
The magazine list has been in- 
creased from two to five. Business 
papers and sampling are other 
phases of the plan. Calkins & Hol- 
den, New York, is the agency. 


Perfume in Pittsburgh 


A full-page 
Pittsburgh 


advertisement in the 
Post-Gazette of March 
19 not only told readers about 
Early American Old Spice scent 
available in various forms at Kauf- 
mann’s Department Store but also 


gave them a whiff of it. The per- 
fume was carried in red ink used 
for a red border around a central 
panel. 


Booklet for Aetna Guests 
A “Guest’s Book,” illustrated with 


natural color photographs, has been | . 
| cating, 


prepared by Aetna Life Affiliated 
Companies, Hartford, Conn., for dis- 
tribution to visitors. A directory of 
company departments is included 
the book. 


They say are the hardest. Not so!— 
say we. As we start the secon 
tury we celebrate with our own idea 


cen- 


called sp 
no matter what your specialty is we 


of a party. It's ecialization. 


have something of interest to you in 


the way of a specimen book. Specific 


— a o al 
inks on specific stocks 


far 
ava 


specific 
presses! Essential qualities and char- 
of the inks are identified. 
Make certain you get the book or 
books which fit your needs: Morr- 
Glos Label Inks, Offset Inks, Sil-vor- 
plate Inks, Morr-Glos Corrugated and 
Fibre Board Inks, Half-Tone Blacks 
and Process Colors, Morr-Glos Carton 
Inks, Cotton Bag and Burlap Inks. 


MODERNIZE WITH MOBRBILL 


acteristics 


Divison Generet Printing ink Corpererion 
100 SIXTH AVENUE, NEW YORK, N.Y. 
Berton Philedsiphie Chicege Oetro $1 Lewis Fert 
Werth Minneepels Sen frencsco Los Angeles Seerte 


veying all gasoline advertising, past 
and present, Shell Petroleum Cor- 
poration, St. Louis, has decided that 
it cannot improve on its 1939 “Share 
the Road” crusade. The 1940 ver- 
sion of this theme accordingly will 
break next week in center spreads 
in color in Collier’s, Life and The 
Saturday Evening Post. After this 
introductory splurge, the campaign 


and spot radio. 

This news was brought to 1,000 
Shell dealers today in the second of 
iwo meetings staged here by the 
company’s Northern division as part 
ot a series of regional gatherings. 
Atter two hours of presentation of 
1940 advertising plans, the 
men were regaled with dinner and 
a floor show, the Shell caravan 
including 32 sprightly entertainers. 
Most of the preceding oratory was 
provided by E. C. Decker, retail 
merchandising manager, and R. G. 
Siedell, sales manager of the North- 
ern division, under the 
representatives of the headquarters’ 
advertising department and of the 
agency. 


eyes 


Results of Campaign 


Five million motorists. signed 
pledge cards in 1939 and carried on 


In | generated 


their cars the nautical emblem indi- 
“T am giving way,” or in 
the language of the highway, “I am 
sharing the road.” The campaign 
tremendous enthusiasm 
among state and civic authorities 
charged with reduction of traffic 
accidents and provided Shell with 
an almost unlimited number of 
endorsements from prominent offi- 
cials which will be used in news- 
paper copy. 

From the merchandising 
point, the campaign gave 
dealers 5,000,000 promising 
pects. While some of these 
already customers, the residue 
give the dealers plenty of 
tunity to test their sales 
Since Shell appraises the \ 
every new customer at 
easy to determine the results 
1939 drive in dollars. 

Mr. Siedell said that 
paign knocked the “H” out of Shell, 
converting the name into “Sell” 
| put the Shell emblem on one out of 
}every six cars on the road, welding 
these motorists into the biggest club 
in the world; brought the “screw- 
driver” into universal disrepute; 
and last, but far from least. gave 
Shell dealers the opportunity § to 
create customers for their complete 
service which, rather than any one 
line, must be relied on for profit 

The 1940 follow-up, he said, will 
be conducted on an even larger 
scale, the symbol of which is a new 
safety emblem of the reflector type. 
A new pledge card 
adopted, the back 
which enable the 
j}his success in 
opportunities. 


view- 
Shell 
pros- 
were 
will 
oppor- 
ability. 
alue of 
$50, it is 
of the 


the cam- 


been 
containing forms 
dealer to measure 
realizing his 


also has 


on 


“Screwjay” in Debut 


Publication and radio advertising 
will be supplemented by a moving 
picture, “Screwdrivers of 1940,” 
featuring the redoubtable Lew Lehr. 
A new character in this film is the 
| “Screwjay,” who is a blood brother 


| screwdriver, the screwjay will join 
his comrade in Shell copy in maga- 
zines and newspapers. 

| Another movie, “Passports 
| Profit,” 


to 


|Shell dealers. It is designed 


lteach them how to cash 
all of the Shell promotion 

The opening of the campaign is 
said to make advertising history in 


service 


of | 


will continue in newspapers, posters | 


HE HAS A MOUTH TO VOICE THE WILL OF 
THE PEOPLE AND COMMAND A RETURY 
TO CLEAN, HONEST GOVERNMENT 


en. i Sy ¢5\ te) io 
CITYWIDE RALLY FOR SAM JONES TONIGHT, JERUSALEM 


wb S SETS 
Timeie. oP. Mm 


Assure Yourself the Benefits 
of the Sam Jones Platform 


Wo True Son or Daughter of Louisiana 
Can Possibly Vote for an Administration 
That Has Let Their State Sink Into a 
Mire of Corruption Worse Than That 

Their Forefathers Fought Against 


Give Louisiana 
a Clean, Honest 
Government! 


VOTE for SAM JONES 


i YOU WANT ACTION—VOTE 
FOR SAM JONES 


a Man Who Chooses Not to See 
and Dares Not Act Against the Vile 


Corruption That Surrounds Him! 


VOTE fer SAM JONES 


Presented as an indication of the type of hard-hitting merchandising copy which may be expected on the political front 
later this year are these full-page advertisements which helped smash the Long machine in Louisiana in January. 
pages like this appeared in the New Orleans Times-Picayune and States in a nine-day period. 


Eight 


that it is the first time that a single 
advertiser, at least in the petroleum 
industry, has been able to get the 
center spreads of three national 
weeklies issued almost simulta- 
neously. Collier's, Life and The 
Saturday Evening Post will be used 
almost continuously during 1940, 
with The American Weekly also 
receiving considerable copy. 

Both magazine and newspaper 
copy on behalf of Super Shell and 
Shell Premium will contain a phrase 
which has already caused much 
sharpshooting from competitors: 
“To get good results, do not dilute 
them with ordinary gasolines.” 

Shell will go in for color in news- 
papers where it is available. While 
the exact extent of the newspaper 
campaign has not been determined, 
every newspaper in important mar- 
kets will receive at least one inser- 
tion in April. Shell regards the 
newspaper as a mobile reserve force 
which will be called on as the situa- 
tion requires. The newspaper copy 
will be highly personalized, with 
municipal officials of each city and 
their endorsements of the “Share 


of the screwdriver, but does not 
boast an automobile. Almost as 
much of a troublemaker as the} 


has been produced in Tech- | 
nicolor for the exclusive benefit of 
to | 
in on| youthful offspring into the confines 


the Road” crusade being spotlighted 
}in many instances. 


Humor on Posters 


The Shell poster campaign will 
maintain the company’s reputation 
for dominance in that medium. 
While 24-sheet posters will join 
hands with magazine, newspaper 


and radio copy to stimulate demand 
for the new Shell car emblems, the 
company is particularly proud of 
what it calls its “25,000-mile comic 
strip.” This is a humorous series, 
apprising the motorist that a Shell 
station is being approached and 
| th: at a wide range of services is 
available. The eight posters, to be 
changed monthly, range from “Lost? 
We have maps,” to an illustration 


which makes words superfluous. It 
| shows a fond mother shoving her 


of a comfort station 
While the “Share 
will get the lion’s 


the Road” drive 


share of Shell 


advertising, an occasional piece of 
copy will be devoted exclusively to | 


a discussion of the merits of Super | 


Shell and Shell Premium. It will 


lend with advice to the motorist to 


of gasoline on 
rating,” known | 


base his estimate 
“road pe rformance 
as RPR in the jargon of the trade. 
The same counsel will be given in 
all Shell advertising. 


B. F. Goodrich Company 
Makes Appointments 


Walter W. Thomen has_ been 
named manager of automotive tire 
sales of the Chicago division of the 
B. F. Goodrich Company, Akron 
E. F. Tomlinson, formerly in charge | 
of the Goodrich sales office in Mil- 
waukee, has been named Akron 
representative on special farm serv- 
ice tire work with headquarters in 
Chicago. 

W. W. Scull, formerly in the pur- 
chasing department in Akron, has 
been named Chicago manufacturers’ 
sales representative, together with 
A. B. Droeger, 
has been named representative in 
the newly-created Minneapolis divi- 
sion of manufacturers’ 


Bell Aircraft in 


National Campaign 


Bell Aircraft Corporation, Buffalo, 
has inaugurated its first national 
advertising program, using 
American and foreign aviation trade 
journals. Beginning with March 
issues, Bell placed advertisements 
in Aero Digest, Aviation and West- 


sales. 


ern Flying as well as in two British, | 


two French and one South Ameri- 
can publication. 


built around Bell’s 
aircraft known 
Addison Vars, Inc., 


new military 
the Airacobra. 
Buffalo, handles 


as 


| th> account. 


Joins “Chain Store Age” 
Charles R. Larson, formerly busi- 
ness manager of Soda Fountain 


Magazine and publisher of Fountain | 


& Candy Topics, has been made 


manager of the chain store fountain 
section of Chain 
York. 


Store Age, New 


and A. B. Goering | 


both | 


Magazine Space 
Heads Drive for 
Floor Coverings 


San Francisco, 
| midable frontal attack on the floor 


covering market has been outlined 


by the Paraffine Companies, Inc 
for its spring campaign. Heading 
up the program are full page col 
advertisements in American Home 
Farm Journal and Farmer's Wifi 
|Life and The Saturday Even 
| Post. Space already has been usec 


| in Rug Profits and Western Furn- 
ture in a direct appeal to the trad 

New floor displays have been pre- 
trade 
visibility from four 
cards which portray the product ! 


pared 


use ha 
;on rug 


Heading the list of sales h¢ 
inted bot 
and dealer. 


la 
ithe cor 


pattern 


Mi 


for the 


ve been desi 
s in display 


sumer 


book, sh: 


rch 27 


which 


sides. Snap-0! 


gned fo. 
rooms. 


are shown in four-color roon 
showing people in natural attit 


rather 
Two 


than 


merely 
newspapers 


empty 


printed 


also are supplied to dealers 
ring ca! 
Such premiums as pattern 


tributic 


stainless 


being 


ym in the sg 
steel 


offered with 


kitchen 


knl 
felt bi 


and yard goods by dealers 
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wee 


7 ADD RESPONSIBILITIES 


North A. Wright (left), advertising man- 
ager of Libbey-Owens-Ford Glass Com- 


pany, who has been appointed general 
sales promotion manager, and Carlton 
K. Matson, public relations director, who 
has added direction of the company’s 
advertising to his duties. 


Libbey-Owens 
Puts Wright in 
New Sales Post 


Toledo, March 27.—North A. 
Wright, advertising manager of 
Libbey-Owens-Ford Glass Company 
for several years, has been made 
general sales promotion manager in 
charge of a new department which 
will consolidate and increase vari- 
ous sales promotion activities. Be- 
sides developing programs and ac- 
tivities for the company’s sales and 

\bber organizations, he will super- 
vise a sales training program. 

Harry M. Ives, who has been dis- 
trict sales manager at Shreveport, 
La., will be Mr. Wright’s assistant 
ind Harrold Bell, district sales man- 
ger at Kansas City, will superin- 
tend special activities in the new 
iepartment. E. M. Everhard of the 
Boston office will succeed Mr. Ives 
t Shreveport and Don W. Lyon of 
the Chicago office will succeed Mr. 
Bell at Kansas City. 

Carlton K. Matson, a former 
newspaper editor who joined Lib- 
bey-Owens-Ford a year and a half 
igo to direct public relations, will 
tuke on the added work of direct- 
ing the advertising department, 
with Karl F. Radke continuing as 
\ssistant advertising manager. Prod- 
uct publicity activities will continue 
under the direction of Earl Aiken. 


Hillman-Shane Adds Four 


Hillman-Shane Advertising 
Agency, Los Angeles, has been ap- 
pointed to direct advertising for the 
Los Angeles and Hollywood Mil- 
linery Guild, comprising seven mil- 
linery makers; M. Silbert and Son, 
Ltd., coat and suit maker; Style 
Garment Company, Inc., and the 
Cinematone Corporation, maker of 
coin-operated machines. 


Issues Survey Service 

A monthly survey of radio lis- 
‘ening and brand preferences is now 
being published in Kansas City by 
Robert S. Conlan, market research, 
727 Minnesota blidg., Kansas City, 
ind similar services will be pub- 
— in Dallas, St. Louis and Min- 


ipolis during the next three 
months, 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Add Stecher to Staff 


Walter R. Stecher, formerly na- 
tional advertising manager of the 
Omaha World-Herald, has been ad- 
ded to the staff of Noee, Rothen- 
burg & Jann, Inc., 
vertising, Chicago. 


Ashcraft Joins Vernick 


John Ashcraft has joined Vernick 
Advertising Agency, Philadelphia, 
as copy and contact man. 


and Doran, New York. 


Changes Group Name 


Commercial and Illustrative 
Photographers Institute of Chicago 


newspaper ad-| 


He was | He 
formerly associated with Doubleday | munications 


Dallas Publisher 


Seeks Interest in 


Ft. Worth Station 


Fort Worth, Tex., March 26.—Ap- 


plication for permission to sell half | 000-watt 


its stock to the A. H. Belo Corpora- 
tion, 


Dallas, publisher of the Dallas | 


Morning News and owner of WFAA, | 


was filed with the 


Commission late last 


| week by KGKO Broadcasting Com- 
| pany here. 


Begun Last Year 


Negotiations to sell a half inter- 


has changed its name to Chicago est in KGKO were begun last year 


Photographic Guild. 


| after the sale of a half interest in 


+ | 
Federal Com- 


area, 


the transmitter of WFAA to Carter 


Offers Safety Kits 


Publications, owner of WBAP, Fort | A campaign to put more first aid 
Worth. WFAA and WBAP have|kits in automobiles is being under- 
shared time on the 800 kilocycles| taken by Bauer & Black, Chicago. 
channel since both went on the air! Five safety kits ranging in price 
in 1922, with the from 50 cents to two dollars are 


exception of a ; ne 
I being offered and with each kit is 


> » 3 Qo” ara & a 

few months in 1928. Both are 50,-| given a steel emblem for attachment 
‘ stations and supplemen-|to the license plate identifying the 

tary NBC outlets. car as one equipped with first aid 


; materials. 
Basic NBC-Blue Station 


Resumes Export Copy 


Reo Motors, Inc., 
will resume export 
insertions in the April issues of 
export trade magazines for its 
trucks. Two color bleed pages will 
be headed “Make Way for the 
Leader.” Irwin Vladimir & Co., 
New York, has been appointed to 
direct advertising abroad. 


KGKO, operating with 5,000 watts 
day and 1,000 watts night on 570 
kilocycles, is the basic NBC-Blue 
Station in the Dallas-Fort Worth 
KGKO has maintained studios 
in Dallas ever since it went on the 
air after being moved from Wichita 
Falls to Fort Worth nearly two 
years ago. 


Lansing, Mich., 
advertising with 


WTIC 
Hartford 


* 
WEAN 


Providence 
* 
WTAG 


W orcester 
* 


WICC 
Bridgeport 
New Haven 


* 


WNLC 
New London 


* 


WCSH 
Portland 


* 
WLBZ 


Bangor 
* 
WFEA 


Manchester 
* 


WSAR 
Fall River 


* 


WNBH 
New Bedford 


* 


WHAI 
Greenfield 


* 


WBRK 
Pittsfield 


* 
WLLH 


Lowell 
Lawrence 


WLNH 


Laconia 


WRDO 
Augusta 


WCOU 
Lewiston 


Auburn 
* 


WSYB 
Rutland 


THE YANKEE NETWORK, INC. 


x leaving clear-cut footprints on the sands 
of radio time in all of the key localities so 
* completely covered by the 18 stations of 
The Yankee Network. 
* There's no magic in this. It's the develop- 
ment of an essential service to provide 
intensified local coverage of every 


area where there is the greatest con- 


NEW ENGLAND HAS HER 
OWN 18 LEAGUE BOOTS 


HEY cover the six states in giant strides, 


centration of population and buying power. 

And because each of the 18 stations of 
The Yankee Network combines the two- 
fold appeal of programs of community 


interest with blue-ribbon network shows, 


double-plus on all radio advertising, from 


cut-ins to live talent presentations. In radio, 


The Yankee Network IS New England. 


21 BROOKLINE AVENUE 
BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC., Exclusive ha eae Sales Representatives 


the local acceptance gives listener-value . 
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ADVERTISING AGE 


April 1, 1949 


Pepsi-Cola Puts 


| poration will take over 


News Program on = 


112 CBS Stations 


New York, March 27.—Pepsi-Cola | 
Company will lift the soft drink | 
industry to a topnotch position as |} 
one of the leading sponsors of radio 
time on April 30 when it initiates a 
series of thrice-weekly news broad- 
casts on the entire network of 112 
stations of the Columbia Broadcast- 
ing System. 

The series, with the commentator 
still undetermined, will be heard on 
Tuesday, Thursday and Saturday 
from 6 to 6:05 p. m., with two re- 
peat broadcasts for other sections of 
the country. Newell-Emmett Com- 
pany is the agency. 


Bout for Adam 


Adam Hat Stores, Inc., will 
sponsor the middleweight cham- 
pionship boxing bout between Cefe- 
rino Garcia, the titleholder, and Ken 
Overlin, the challenger, at Madison 
Square Garden on April 3. The 
fight will begin at 10 p. m. and will 
be aired over more than 90 stations 
of the Blue network of the National 
Broadcasting Company. Agency is 
Glicksman Advertising Company. 


Hormel Shifts Series 


Hormel & Co. has 
Happened in Holly- 
wood” and will shift the daily series 
to a new time this month. Cur- 
rently heard from 5:30 to 5:45 p. m. 
over 38 CBS stations, the musical 
variety program will go on a new 
schedule, from 3:15 to 3.30 p. m., 
on April 29. Batten, Barton, Durs- 
tine & Osborn directs the account. 


“Life” Comes Back 


After an absence of about two 
months, Procter & Gamble Company 
has returned “Life Can Be Beauti- 
ful” on behalf of Ivory soap. The 
daily dramatic serial is heard from 
10:15 to 10:30 a. m. on 23 stations 
of the NBC Red network. Comp- 
ton Advertising is the agency. 


George A. 
renewed “It 


} time, on 


Gulf Takes Detective 


With the advent of daylight sav- | 
ing time on April 28, Gulf Oil Cor- | 


Adventures of 
Queen,” currently 
ture, to replace the 
Theater,” its present program. The 
|new show will be aired at the same 
Sunday, from 7:30 to 8 
p. m., and over the same network, 
67 CBS stations, as the current pro- 
gram. Agency is Young & Rubicam. 


“Hit Parade” Renewed 


American Tobacco Company has 
renewed the “Hit Parade” for Lucky 


a sustaining fea- 


| 


sponsorship | 
Ellery | 


“Screen Guild | 


Strike cigarettes and added a single | 
station to bring the total network | 


to 102 CBS stations. 
aired on Saturday from 9 to 9:45 
p.m. Lord & Thomas is the agency. 


Ironized Yeast Shifts 


Ironized Yeast Company will shift 
“The Original Good Will Hour” 
from the Mutual Broadcasting Sys- 
tem to an NBC Blue network on 
April 21. The series will be broad- 
cast at the same time, on Sunday 
from 10 to 11 p. m., over approxi- 
mately 60 stations. Ruthrauff & 
Ryan handles the account. 


Records Live Show 


Air Conditioning Training Cor- 
poration has extended its radio cov- 
erage by using recordings of its live 
network program, “Happy Jim Par- 
sons,” for a spot campaign on 50 
stations throughout the country. 
The recorded series is being heard 
once weekly. 
10:45 to 1l a. m 


Heard currently from | 
, the live program | 


The series is | 


Getting Personal _ 


will be shifted to a new time from | 


11:30 to 
and will continue to be heard over 
the same 
stations. National Classified Adver- 
tising Agency is in charge. 
Cities Service Continues 

Cities Service Company has re- 
newed “Cities Service Concert,” the 
oldest commercial program on the 
air, for another 13 weeks, effective 
May 3. The musical program is 
broadcast on 55 stations of the NBC 
Red network on Friday from 8 to 
9 p. m. Lord & Thomas is the 
agency. 


SE i 


Read these exciting words 
about an exciting new book — 


“These sixteen sentences 
mind, and to memory—can transform a 
writer who merely fills white space with 
words into one whose words will fill stores 
vith customers.” 
Victor O. Schwab, President, 
Schwab & Beatty, Inc 


taken to heart, to 


“Sales men as well as copy writers could 

well follow the technique he has outlined.’’ 
Chesser M. Campbell, Advertising 
Manager, The Chicago Tribune 


Just Out! 


HOW TO WRITE 
ADVERTISING 
THAT SELLS 


By Crype Benet 


~~ 


924 pages, 6 x 9, $4.00 


rhis practical manual discusses in detail the 
problems of the advertising copy writer, the 
tools with which he works, the elements « 
-elling strategy, and the methods of apply 
ing them to produce effective ads. It gives 
special emphasis to the many rules, formulas, 


key points, etc., exemplified in successful 
advertisements, and builds up a complete 
method of approach for using these devices 


to put greatest selling power into coy 


py 


Every point in this bk 
rich experience of 15 
tive with such companies as Marshall Field & 
James ©. McKinsey and Company, N. W. 
and Butler Brothers. 
increase the pulling power of your copy 


ok is founded on Clyde Bedell's 
years as sales and advertising execu 


Ayer & Sor 
You can use his tested methods t 


“There is real meat in this chapter for ex 
perienced copy writers as well as for all the 
‘budding generation of advertising men and 
women,’ ” 
T. B. Freeman, President, 
Butler Brothers 


“The most comprehensive study of adver 

tising it has been my pleasure to read.” 
Milo J. Sutliff, Vice-president 
Literary Guild of America 


“T believe that this volume may well do for 
stun dents of advertising writing what A. 7 
Ourller-¢ 
f Writing have done for 


eeneral art 


students of the 


Nelson Doubleday, President 
Doubleday, Doran & Company 


Se ee me ee ee ee ee 


Some of the practical 
helps this book gives 


@ 31 selling stratagems a complete § selling 
rmula, with full details and explanatio 
of its use 
@ 16 touchstones of 1 writing —simple but 
powerful checks for py betore t is 
released 
demonstration of copy writing 


= 

® chapter on direct mail « 

@ a key to the 1 

© pointers on pre-check and 
Opy, ete 


HOW TO WRITE 


ADVERTISING 


Hat Gebls 


Company 


ieee tee ehhh ieieei einai eeienie lei helaelleieeend | 
1 SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY 1 
]  MeGraw-Hill Book Co., Inc., 330 W. 42nd St, New York, N. Y. 1 
1 Bend me Bedell's How to Write Advertising That Sells for 10 days’ examination on approval. In 10 days 1 
i : will send $4 00, plus few cents postage, or return book postpaid. (lostage paid on orders accompanied i 
y remittarne 
' Name ' 
! 1 
1 Address ‘ . Positior i 
1 City and State . Company Age 4-1-40 | 
1 Books sent on approval in U. 8. and Canada only = | 


11:45 a. m. on March 31 | 


network of 36 NBC Blue | 


| 
| 


ouch’s masterly essays on the Art | 


E. D. Little, president, Colgate-Palmolive-Peet Co., is spending 
a month in Florida. . . Jack Hubbell, a. m., Simmons Co., has been 
on tour in the provinces for the past three weeks. . . 

Two admen collaborated on that “When age York Blacked Out” 
yarn in Collier’s. Author Arthur Forester is a. m. of W. & J. Sloane, 
and author A. J. Russell, Jr., is on the @askers staff of The New 
Yorker... 

Joseph D. Bohan, gen’! s. m., Centaur Co., 
widens gift of a baby colleen, his first offspring. 


received a St. Patrick’s 

. Curt A. Horrmann, 
v. p., Rubsam & 
Horrmann 
Brewing Co., 
will manage 
Ray Robinson 
when the Gold- 
en Gloves box- 
ing star turns 
pro this sum- 
mer. Horr- 
mann, former 
Cornell oars- 
man and long- 
time boxing 
fan, may quit 
his job to 
handle the 135- 
pound negro 
battler. 


BBD & O's 
Herbert San- 
ford is the 
writer of a new 
song, ‘“‘Manhat- 
tan in the 
Sidney W. Dean, Jr., J. Walter » Sian Co. execu- 

is vacationing in South Carolina. 

Marschalk & Pratt’s dinner party to celebrate the launching of 
Esso television newscasts was well attended by the agency’s clients, 
NBC executives and the press. Among those present were A. T. 
Preyer, Vick Chemical Co.; L. C. Stowell, Underwood Elliott Fisher 
Co.: R. C. Byler, SKF Industries, Inc.; J. A. Donan, Standard Oil 
Co. of N. J.: Lenox R. Lohr and Niles Trammell, NBC; Thomas C. 
Breen, Congress Cigar Co.; John Benson, Four A's; and L. R. Walter, 
Flintkote Co. 

Bernarr Macfadden, the publisher, is a candidate for 
cratic nomination to the U. S. Senate from Florida, along with the 
incumbent and five other aspirants. He piloted his own plane from 
Miami to Tallahassee to pay the $500 qualifying fee. . . 

Andrew E. Holmes, former agency executive who now heads 
Angostura-Wupperman Corp., is en route to Trinidad to investigate 
the hot weather drink situation. . . Donald Thomson, Florida repre- 
sentative of Crowell-Collier Publishing Co., is a honeymooner. His 
dad, Phil Thomson, is the Audit Bureau of Circulations and Western 
Electric luminary. . . 

When J. M. Russakoff, Vanguard Advertising Service chief, was 
a kid, he must have been indelibly impressed with Robert Louis 
Stevenson’s famous poem, “My Shadow.” To show what the poet 
meant by a 
shadow that 
“jumps up and 
down like an 
India rubber 
ball,” the ad- 
man confounds 
his friends by 
appearing one 
day in his nat- 
ural _five-feet- 
ten height and 
the next as a 
six-footer. It's 
done _ without 
mirrors, he ex- 
plains, but with 
the assistance 
of Joseph Bur- 
ger’s Staturaid 
shoes, a handy 
method of in- 
creasing your 
height without 
your best friend 
knowing. P. S 
Burger is a 
Vanguard star of 1939. 
client. .. ™ 

Doing their bit as leaders in the Greater 
are Richard E. Berlin, Hearst Magazines, Inc.; Col. Julius Ochs Adler, 
N. Y. Times; Lee E. Olwell, Arthur Kudner; Vaughn Flannery, Young 
& Rubicam. . . 

Don E. Gilman, Pacific v. p. of NBC, has been elected a member 
of the board of directors of the Los Angeles Community Develop- 
ment Assn... 

Wedding bells rang out this week at the CBS studios in Holly- 
wood when Alan Cormack, Pacific Coast network traffic manager, 
married Julia Beale, who resigned her job as receptionist at the studio 
to become Mrs. Cormack. . . John Woodruff Kennedy, of Time, and 
Patricia Beams said “I do” on March 23 in Christ Church, New 
.,. ae 

Fred B. Wachs, general manager of the Herald 
Lexington, Ky., was on the air over Mutual Broadcasting System from 
Hialeah Park, Miami, March 2, but neglected to give the radio audi- 
ence the name of the winner of the Widener. . . Carroll Dean Murphy, 
Chicago agency man, is going to lose his daughter, Althea, and gain 
a son-in-law... 

Frank Chaffee, of the Chicago staff of Good Housekeeping, won 
the title of mackerel champ at the annual fish fry of the All-State 
Tourist Club at Cocoa Beach, Fla... 

Walter C. Hellman, who has been watching the ball game from 
the grandstand for the past 15 months due to a protracted illness, is 
back at third base, having just been appointed Eastern representative 
for American Advertising & Research Corporation, Chicago. . . 


“MR. WILSON, MEET MR. WILSON 


Endless confusion is caused because the executive vice-pres- 

ident of General Motors (at right) and the executive vice- 

president of General Electric—until he was named president 

this year—have the same names, down to the middle initials. 
They're both Charles E. Wilson. 


Spring.” 
tive, 


the Demo- 


THEY'RE ALL ENJOYING IT 


On a recent West Coast trip, George J. Hecht, publisher 
of Parents’ Magazine, stopped at the MGM studios to pre- 
sent this trophy to Mickey Rooney as the outstanding juvenile 


That's Ann Rutherford looking on. 


New York Fund drive 


and Leader, 


———— 


Browne Tells What 


Consumers Want on 
Canned Food Labels 


| New York, March 26.—Impor. 
|tance of the package label as . 
|medium through which to conve 
an advertising message to consum. 
ers was stressed here toda, 
C. W. Browne, manager of marke. 
ing service, U. S. Printing & Litho. 
| graphing Company, Cincinnati. , 
spoke at an opening day session 9 
| the 10th Annual Packaging, Packip; 
~énd Shipping Conference and § 
sition, sponsored by American Map. 
agement Association. 

Mr. Browne described results » 
a survey recently conducted by ,; 
Cincinnati group to determine whs 
consumers consider the essentia! ip. 
formation which they would like : 
find on canned food labels. 

Housewives ranked the following 
five points in this order: brary 
name; statement of quantity, ip. 
cluding net weight in pounds and 
ounces, number of servings, numbe 
of pieces and size of can; indicatior 
of grade and variety of the produc: 
accurate pictorial reproduction o! 
the contents, and the name of th 
producer. 


| 


Recipes Always Popular 


The survey also disclosed son, 
interesting data on what wom 
think of recipes provided by adver- 
tisers. Although 70 per cent of t 
693 women interviewed have stan- 
ard cookbooks, 88 per cent of the 
have collected and saved one 
more advertising recipe books; f 
per cent keep a recipe file; 53 pe 
cent keep adding to the file by cli 
ping new recipes from the editor 
and advertising pages of magazin 
and newspapers, writing down thi 
sired over the radio, and thos 
found on labels, packages and aéd- 
vertising leaflets. 

Mr. Browne said that, function- 
ally, a good package identifies th 
product, informs the  consum 
about the product and invites th 
consumer to purchase it. Struc- 
turally, a good package has ty 
major units of space, the display 
panel, which is often called th 
front panel, and the consumer pan 
often called the back panel. 

Four elements, important from 
merchandising standpoint, should 
be included in the display panel, he 
said. These include brand nam 
identity, trademark identity, prod- 
uct identity and product descrip- 
tion. 


Appoints Keenan 


Phil Keenan, at one time sales 
| manager of Macfadden Publications, 
Inc., has been appointed gene! 
manager of Hillman Periodicals, 
Inc., New York. 


Topps to Brown & Thomas 


| Topps Chewing Gum Company 
Brooklyn, has appointed Brown & 
Thomas Advertising Corporatior 
New York, to handle its account 


—— 
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DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL + DESIGN - FABRICATION 


CRYSTAL MFG. CO. 


CHICAGO + NEW yorr 
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POPULAR FIGURE 


wrens 


Lignasan Larry," who is making a hit 
as the trade character promoting Gras- 
selli's Lignasan. 


New Trade Character 
Makes Hit 


“Lignasan Larry” is the name of 
a new trade character who has gone 
to work for “Lignasan,” an anti- 
stain chemical for fresh cut lumber, 
put out by the Grasselli Chemicals 
Department of E. I. DuPont de Ne- 


mours & Co. Inc. Lignasan Larry 
was created by Walter Butcher of 
The Bayless-Kerr Company, Cleve- 


which handles DuPont's Gras- 
selli Department advertising. The 
character takes the role of a typical 
lumber yard foreman without repre- 
senting any actual living person. A 
egular Lignasan package makes up 
his body while ball and socket joints 
ermit change of position as desired. 
Lignasan Larry will be featured 
all business paper advertising of 
Lignasan. He will also be featured 
at all national and local lumber 
nows 


land, 


Agency Transfers 
Washburn to Detroit 


Roy E. Washburn, one of Mc- 
Cann-Erickson’s 20-year men, has 
been transferred to the Detroit of- 
fice as art director. He has been 
co-art director in the Chicago office 
or 10 years and previously was art 
airector in the Cleveland office. 

John Kies, formerly of Campbell- 
Ewald’s Chicago office, has been ap- 
pointed assistant art director in the 
Chicago office of McCann-Erickson, 
inc 


Establishes N. Y. Office 

G. Pyle, sales manager of 
ie Hygrade lamp division, Hygrade 
>yivania Corporation, has _ trans- 
erred his headquarters from Chi- 
0 to 500 Fifth avenue, New 


ag 
4 


) « 


C} ark S 


‘ 
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Maciadden to Move 


rhe Chicago office of Macfadden 
Publications will move to the La 
Salle-Wacker bldg., 221 N. LaSalle 
t on April 27 


——— 


Launches Whisky tive 


Newspapers covering 34 states, 


the District of Columbia and Hawaii | 


will be used by McKesson & Rob- 
bins, Bridgeport, in a spring cam- 
paign launched last week for Mar- | 
tin’s Scotch whisky. Copy for | 
insertions in 117 newspapers in 79 
cities will be built around a series 
of humorous drawings with char- 
ucters saying “Did he say Scotch?” 
and the reply, “No, he said Mar- 
tin’s Scotch.” The campaign, to 
run through May, is being handled | 
by Bowman & Columbia, New York. 


Starts Display Service 


C. W. Belden, formerly art direc- 
tor of Reynolds Metals, has organ- 
ized C. W. Belden & Associates, an | 
advertising display service, at 11 E. 


Hubbard street, Chicago. 


‘Swift Promotes 
Dog Food with 
Offer of Book 


} 
cine 


The author, Dr. A. C. Merrick, a 
Chicago doctor of veterinary medi- 
and well known in the pet 
field, was commissioned by Swift to 
write the volume. It has a lauda- 
tory foreword by Dr. L. A. Merillat, 
executive secretary of the American 
Veterinary Medical Association, and 
is entirely non-commercial. 

The book can be had—in advance 


Both 
are 


Full 


on regular sale at $1 a copy. 
magazines 
being 
pages 
March 30 This Week (Eastern edi- 
tion), April 1 Life, May American 
Home, dog and pet magazines, out- 
|door publications and about a dozen 
| newspapers. 
campaign 


and newspapers 
in the campaign. 
appearing in the 


used 
are 


The remainder of the 
still in the indefinite 


is 


| Chicago, March 27.—An interest- 
‘ing twist is being given to the 
{familiar product-promotion device 
| of proffering something in return | 
‘for labels with the appearance this 
week of the first of a series of Swift | 


practice, 


Co. advertisements for its dog | sidiary 
| food, Pard. 
| In this instance the proffered 
item is a 120-page book entitled 


“How to Own a Dog and Like It!” 


of publication—for 
from three 
coupon which appears in each ad- 
vertisement. 
Life Press, Garden City, 
of Doubleday, 
| publisher of the book. 
‘list goes to Swift & Co. 
offer expires June 15, 
Doubleday 


OR stage. 
25 cents, labels | **“5 


of Pard and the 


cans 


Contrary to usual 
orders go to Country 
N. Y., sub- 
Doran & Co., 
The mailing 

The Swift 
at which time 


manager of national 
national advertising 
of Stations KWTO 
Springfield, Mo., 


Appoint Pearson 


John E. Pearson has been made 


with headquarters 
j}at 360 N. Michigan avenue, Chicago. 
| He has been associated with the sta- 
, Doran will put the book | tions eight years. 


accounts and 
representative 
and KGBX, 


Sept30~-'39 over'35: 


The publisher's statement for 
the 6 months ending Sept. 30, 
1939, shows Oregonian circu- 
lation as follows: 


DAILY 


124,588 


SUNDAY 


198,758 


@ You pay off on results in newspaper adver- 
tising. And results are particularly good in the 
Pacific Northwest when you utilize the pull 
and power of Oregonian Circulation. For 
here, in one dominant newspaper that gives 
thorough coverage in a rich and growing 
market, you get the healthy, clean force of 
circulation that increases steadily without 
prizes, premiums or consolidations. 

What Oregonian Power Circulation ts ac- 
complishing for advertisers is a matter of 
daily record. Our national representatives can 
give you many examples of cash register 
results. Here are a few: 

A large retailer ran a full page Oregonian 
advertisement featuring a nationally known 
refrigerator. His entire stock was sold in 
the week following the appearance of the 


advertisement. 


A large national food account has selected 
The Oregonian exclusively for its Portland 
advertising for the balance of 1940. This swing 

» The Oregonian is due to the splendid co- 
operation from The Oregonian Home Eco- 
nomics Department in connection with this 
advertiser's 1939 schedule. 

A down-town clothing and men’s furnish- 
ing store handling moderately priced mer- 
chandise looked at results and selected The 
-for the 


to carry its 1940 advertising. 


Oregonian exclusively third con- 
secutive year 

Examples such as these are evidence that 
smart advertisers are alive to the influence, 
reader preference and sales potency of The 
Oregonian. To get your share of the business 
in this prosperous market, your logical choice 


is to pick the winner — The Oregonian. 


_ —_" “eR eS 


“THE 


OREGONIAN 


The Great Newspaper 


of The Wes. 


Faget hdd OREGON 


National Representatives: 


PAUL BLOCK & ASSOCIATES 


Cincinnati + 


New York + Chicago + Boston + Detroit + Philadelphia 
Los Angeles + 


San Francisco + 
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24 ADVERTISING AGE April 1, 1949 
— " - aT  aGmEnSESenbennon NS - — " _ ) _ —_ a — 
“ " PLAN ARTICLE | 1939 statistics showed that only 45 FOR SUMMER USE 
per cent of the visitors were there 
mall Space, Specialize aft ¥-F, | 
The advertising runs in news- | Sn 1 O RIDA- 
S | St pb { | papers and magazines and every 
hy advertisement is keyed. The key is lhis Summer. 
Opy 4 ® 4 ers urg supplied through the initials of 7 
| Burwell Neal, manager of the cham- | For « really hems cantina, come to 
i i i or . rece , ste = 7 ae | air-conditioned St. Petersburg on 
Pioneer in Tax-Paid Ad-| Tampa, St. Petersburg, Clearwater, | ber of commerce, who gets a differ- | Gulf of Mexico and Tampa Bay. Sun 
* | Ortanda Ocala and Pensacola ent set in every medium on the list. fish, enjoy boating, golf, tennis, snd 
vertising Has Unusual) "27% Ocala — Thus it is possible to credit a high | Seeutid Flocde. Vis the many rent 
Set up Doubters Convinced | percentage of all of the inquiries | of interest on Florida’s West Coa 
The tax method of raising adver - oh ceived — ba Se ae to the Accommodations are plentiful. Sumne 
St. Petersburg, Fla., Mar. 27.—| ising funds for community pur- Spt geslbor snr gprtebon agg py ed cos doe Sete Alb an6 Agee © on 
The amazing growth of tourist pro- | Poses is now accepted generally, nis Pg th 2 emacs A og eine degrees. Balmy breezes, delightful «.,, 
motion and community development | Without objection by anyone. At ae of ‘ns promt aaa of the For Maieeted beste wate .0. her 
programs throughout the country| first the usual complaints were | . : Chamber of Commerce — 


gives the story of the Sunshine City 
unusual interest at this time, be- 
cause St. Petersburg pioneered in 
the development of tax-supported 
advertising campaigns to attract 
visitors. 

St. Petersburg’s city charter con- 
tains a provision that it may levy 
taxes for this purpose, and it has 
been doing so for more than 20 
years. Later on, the state legislature 
approved an enabling act, permit- 
ting municipalities to levy up to 2% 
mills for community advertising 
purposes. Fifteen cities in addition 
to St. Petersburg have taken ad- 
vantage of this provision, resulting 
in the expenditure directly of ap- 
proximately half a million dollars 
a year in advertising paid for 
through taxation. 

The full list of Florida communi- 
ties which are currently taxing for 
advertising purposes, according to 


SUNSHINE 


elersburg 
INVITES YOU 


The Sunshene City, fomous resort center of Flonde’s Gulf 
Coest, has plonned o greet program of sport and enter 
toimment for its quests thes winter There will be some 
thing teresting to do or see every hour of every sunny 
day .ond thet's clmost every doy in St Petersburg Tour 
maments, regettos, porodes, pageants, concerts, social 
events Recreation to tit every age ond toncy Wondertul 
climote, 33 miles of shore line 20 miles of white send 
beeches Finest booting, fishing golf ond other sports 
Every type of eccommodotion. moderate living costs 
Write todey for tree Mlustroted booklets 
Address O O NEAL, CHAMBER OF COMMERCE 


Q-PerenspunG ~~ bride 


Typical newspaper copy runs in travel 


sections. Mr. Neal's initials supply the key. | 
Thomas M. Griffith, St. Petersburg | 
advertising agent and an authority | 
of | 


consists 
Day- 


on tourist 
Jacksonville, 


promotion, 
St. Augustine, 


tona Beach, West Palm Beach, Ft. | 


Miami, Miami 
Sarasota, 


Lauderdale, 
Ft. Myers, 


Beach, 
Bradenton, 


PAPER CEMENT 
> FOR THE = 
GRAPHIC ARTS 


Used Everywhere for 
MOUNTING DRAW. 
INGS, PHOTOGRAPHS, 
LAYOUTS and DUM.- 
MIES! 


NO WRINKLING— 
CURLING or 
SHRINKING 


RENTON... 3. 


heard that the expenditure of tax- 
payers’ money for advertising would 
benefit only the hotels and others 
catering directly to visitors, but the 
record of real estate development, 
population increase and community 
improvements which followed the 


pioneering efforts of St. Petersburg | 


convinced all doubters that every- 


To oll visitors nm Florida, St Peters 
burg extends a cordial welcome We 
ore glad you ore in this beautiful 
stote Wherever you are, you ore 
in @ good place. We hope you stoy 
there as long os you con and have 
@ splendid time 

But before you return to your home 
om the North, we invite you to come 
over ond spend a few days or weeks 
ot sunny St Petersburg You will 
enjoy the many things to do and see 
in this delighttul city, you will enjoy 
its sunshine ond its sunny hosp: 
tality, For booklet write O O 
Neal, Chamber of Commerce, St 
ms Petersburg, Florida 


“THE SUNSHINE CITY 


Advertising in other Florida cities is in- 
tended to give St. Petersburg the last 
crack at the tourist dollar. 


~~ To 


body benefits from tourist promo- 
tion and that all should therefore 
contribute to the expenditure. 

In addition, experience has proved 


| 


| 


Wesley Stout (left), editor of The Satur- 

day Evening Post, discussing an article 

on St. Petersburg with John Lodwick, the 

first director of publicity ever appointed 
by a municipality. 


The advertising is placed in the 
name of the chamber of commerce 
and bills are approved by it. Pay- 
ment is made on requisition to the 
city. 
the actual expenditures, handles all 
the money and makes payments as 
the advertising runs, according to 
the plan already approved and pro- 
vided for in the budget. The plan 
works so smoothly that it is being 
adopted in whole or in part by many 


| other communities which are adver- 


tising with municipal funds. 
Results Are Evident 


The growth of St. Petersburg 
since its advertising became a part 
of its municipal policy speaks vol- 
umes for its effectiveness, as well 

the attractions of this to 
tourists. It had a population of 
14,237 in 1920, when the advertis- 


area 


| ing began, and jumped to 40,425 in 


that when funds are raised by vol- | 


untary contributions alone, they are 
usually inadequate. Furthermore, 
some community leaders contribute 


more than their fair share, while 
others ride along without helping 
to carry any part of the load. Thus 


direct taxation distributes the bur- 
den equally among all owners of 


property who share in the commun- | 


|ity benefits which result from ad- 


vertising expenditures. 

St. Petersburg has the first pub- 
licity manager ever appointed by a 
municipality, and he has been on 
the job since 1920 
wick, a former Cleveland and Ak- 
ron newspaper man, who has done 
1 magnificent job of putting St. 
Petersburg on the map and keeping 
it there, as the steady increase in 
the number of winter visitors, in 
the length of the tourist season and 
in the resident population of the 
city all help to prove. 


Commerce Group Subsidized 


The publicity and promotion set- 
up here is unusual, but it is a prac- 
tical working plan which is gradu- 


1930. The 1940 census is expected 
to reveal a population in excess of 
60,000, not counting the numerous 
suburbs which have grown up along 
the beaches and other neighboring 
resort areas not included in the city 
proper. 


St. Petersburg makes a definite 
effort to record its tourist business. 


The chamber of commerce urges 
those who respond to its advertising 


| to register when they reach the city, 
and the annual registration is ap- 
proximately 70,000. This is con- 
sidered to be about one-third of 
those who actually visit the area, 
so that well over 200,000 visitors 
are entertained here each year. 


| Nearly 75 per cent arrive by car, 


| territories 
He is John Lod- | 


ally being adopted by other Florida | 


well communities in 
other parts of the country. The city 
raises the advertising funds by tax- 
ation, but the money is expended, 
under its direction, through the 
chamber of commerce, which in ef- 
fect is subsidized by the municipal- 
ity. Mr. Lodwick and his depart- 
ment personnel are direct salaried 
employes of the city, while most of 
the other chamber of commerce 
workers are paid out of its own 
funds, raised by subscription and 
through memberships. The cham- 
ber of commerce occupies most of 
the city hall, and the work of the 
publicity department is closely tied 


cities as as 


|in with the other activities of the 


chamber of commerce in welcoming 
visitors and seeing that they have 
as good a time as the advertising 
promises. 


The chamber of commerce ap- 
points an advertising committee 
made up of seven business men, 


representing all lines of business. 


| This committee proposes a budget, 


recommended by Mr. Griffith as ad- 
vertising agent. It is submitted to 
the city manager for approval and 
later is translated into the tax levy. 


less than 25 per cent by rail. 
A careful count is kept of 
from which they come, 
and the advertising is directed ac- 
cordingly. Ten Northern states and 
Canada furnish 83 per cent of the 


Wake Your Gun 
FISH STORIES. 


Why read about and 
dream about fish stories 


Come down to sunny St 
Petersburg and make some 
of your own. In Tampa 
Bay and the Gulf you can 
find real fishing thrills 
Dozens of species of tood 
and game fish. Boats, bait 
and tackle waiting tor 
you. Bring your family 
and have a grand vaca 
tion. For picture book and 
fishing folder write G. H 
Neal, Chamber of Com- 
merce 


FLORIDA - Jhe Junshine Ci 


it. Petersburg 


Fishermen get a special spring and sum- 
mer invitation through outdoor magazines. 


business. The leading states, in 
order, are New York, Pennsylvania, 
Ohio, Michigan, Massachusetts, New 
Jersey, Illinois, Indiana, Connecti- 
cut and Wisconsin. 


Report Business Good 


The advertising budget for the 
current season amounts to $98,000, 
of which $50,000 is expended for 
space, $10,000 for booklets and $16,- 
000 for the operation of the pub- 
licity department. The direct mail 
follow-up is unusually thorough, 
every registrant receiving a letter 
the following August reminding him 
of his trip to St. Petersburg and in- 
viting him to come back. Fifty-five 
per cent apparently do, as the 1938- 


The municipality thus checks | 


advertising campaign has been to} 
lengthen the tourist season. This 
j}has been approached by planning 
| several minor advertising programs 
devoted to special interests. For 
| example, the first advertising for a 
|}new season starts with copy in the 
school sections of magazines like 
Child Life, Cosmopolitan, Good 
Housekeeping, Parents’ and Red- 
book, urging parents to enter their 
children in the St. Petersburg 


SUNSHINE 
‘SCHOOLS 


This year let your children enjoy the 
\ \ advantages of St. Petersburg's splendid 


St. Petersburg advertises to the Centra! 
South for summer visitors. 


magazines, such as Field and Streay 
Outdoor Life, Sports Afield and Na- 
tional Sportsman. Fishing in thy 
Gulf of Mexico is much better a: 
| that time than in the winter, and 
| hence anglers are urged to tak: 
vantage of the opportuniti to 
|eatch the big fellows which ars 
| running after the end of the norma) 
winter tourist season. A _ tarpon 
| round-up, in which prizes are g 


en 
Sunshine Schools and its health-bulld- r Pe — Since . .¢ : 
ing climate. Abundant sunshine Un- | for many achievements in landing 


usual freedom from epidemics Public 
schools from kindergarten through 43- 
year junior college. Excellent private 
schools and Florida Military Academy 


Florida’s champion game fish, gives 
special point to the invitation. 


the | 


For school booklet write P. R. Neal, St. Petersburg is also advertised 

Ses’y, Chamber of Commerce /as a summer resort, the Centra] 
S1.PETERSBURG ~ FLORIDA | South proving to be a natural mar- 
Hw Sersahiinn. Cites | ket for this offer. “Air-conditioned 

St. Petersburg” is featured in this 

Small magazine copy like this is used to | type of copy, and balmy breez 


encourage attendance for the full school 
year. 

schools. This advertising appears 

in the July, August and September 


issues of the magazines, usually in | 


two-inch space, and has been ex- 


ceptionally effective. 


Lengthen Tourist Season 


The superintendent of schools 
,checked the registration list last 
November and found 800 students 


| from out of the state enrolled, rep- 


and delightful nights are offered t 
those whose own localities are 
likely to be less tolerable in mid- 
summer. As a result of the success 


,of this type of advertising, many of 


50 


St. Petersburg’s leading hotels ar 
now staying open the year ‘round 
The regular winter promotion of 
the city starts with small copy ir 
newspapers in the middle of Sep- 
tember. Twenty-seven papers ar 
employed, with copy ranging fron 
to 100 lines. Magazine copy in 
30 publications starts with October 


resenting at least 500 families who | issues and runs through January 
had made plans to stay in St. | Heavy newspaper advertising is 
Petersburg for the entire school | scheduled for December and Jan- 
|year. In addition suburban towns|uary, space going up to 420 lines 
like Pass-a-Grille, whose famous|and as many as 70 newspapers 
Sunshine School has attracted na- | carrying the copy. Well over 1,000 


tional attention, also receive heavy | 


enrollments from Northern areas. 
The Festival of States, a pageant 
which is gradually building up to 
the proportions of the Mardi Gras 
and Tournament of Roses celebra- 
tions, was originally held late in 
February, and now is scheduled for 
the last week in March. Instead of 
being hailed as the final event of 
the season, it is now called the 
opening of the spring season. Many 
people who come to St. Petersburg 


insertions are scheduled. 


Many Small Ads Used 

Mr. Griffith emphasizes the ide: 
that the campaign is made wy 
largely of small advertisements, but 
plenty of them, as compared with 
the alternative of a few large ads 
Repetition and continuity in a big 
list turn the trick of producing } 
large volume of inquiries at low 
cost. 

Incidentally, the newspaper cop) 


/are persuaded to extend their visit|™UNs primarily in papers which 
in order to witness the week of|have travel sections. Experience 
sports events, the water carnival has indicated that this editoria: 


and the big parade in which many 
states enter impressive floats. 


cities, extending an invitation to 
tourists there to visit St. Petersburg 
before returning home. Care is 
taken to avoid offending the host 
cities, copy reading something like 
this: “To all visitors in Florida, St. 
Petersburg extends a cordial wel- 
come. 
beautiful state. Wherever you are, 
you are in a good place. We hope 
you stay there as long as you can 
| and have a splendid time. But be- 
fore you return to your home in the 
North, we invite you to come over 
|and spend a few days or weeks at 
sunny St. Petersburg.” 


Special Fishing Campaign 


Another special campaign is run 
in the spring months in the outdoor 


We are glad you are in this | 


| great 


stimulation directly increases inter- 
est and results. For example, th 


Then, too, near the end of the | Washington Star has been used 
normal tourist season, advertising is |Tegularly in this advertising, bu 
run in newspapers in other Florida | following the introduction of 


travel section its returns rose 
sharply, with a corresponding Tre- 
duction in cost per inquiry. Ne- 
tional Geographic has been the re- 
sults-producing leader among 1! 
magazines. 

Inquiries are handled promptly, 
and a special effort is made to sen 
literature fitting the interests of 
inquirer. Thus in addition to @ 
large booklet supplying genera! '° 
formation about St. Petersburg, @ 
variety of special folders, 
dealing with fishing, living ndi- 
tions and costs, cottage colonies an¢ 
trailer camps, hotel faciliti« 
sunshine schools, and other att! 
tions, is provided. The print 
for the booklets runs from 
to 75,000. 


1e 


» 000 


JOHN A. CAIRNS 
& COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th he 
NEW YORK 


TOorRONT 
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ADVERTISING AGE 


Transport Line, 
Plane Builder 
laud Safe Year 


(Picture on Page 1) 
Chicago, March 27.—Defying the 
superstition that it’s wiser 


| 


to keep Dollars” 
your fingers crossed about a good | pteq 


thing than to brag about it, United | 


Air Lines today took six-column 
space in New York and Chicago 
newspapers to call attention to a 
solid year of air transport operation 


yithout a passenger or crew fatality. 


The copy, while devoting consid- | 


rable attention to the operations of 


United, was non-competitive in 
tone, and designed to perform a 
promotion job for all aviation. 


‘Yesterday, March 26th,” it began, 


‘marked the completion of a year 


n which this nation’s seventeen air- 
lines achieved a safety record never 
surpassed by any form of transpor- 
tation. 
of its part in it—and congratulates 
the other airlines on theirs.” 

One other advertiser in the avia- 
tion industry—not an air line opera- 
tor—paid tribute to the remarkable 
safety record in copy that appeared 
week. This advertiser was 
United Aircraft Corporation. whose 
page stressing the safety theme 
yppeared in Newsweek today. 

Unlike the United copy. the air- 
raft company’s insertion was part 
of a continuing campaign, begun 
several months ago. The same copy 
s also appearing in Life, Time and 


this 


Business Week, full pages being 
used in each case. Platt-Forbes, 
New York, is the agency. 


Use Survey Results in 
Packard Advertising 


Current advertising of Packard 
Motor Car Company carries results 
if a swift national survey intended 
to counteract what the company 
ontends is a false impression, that 
t costs more to own a Packard. 
Young & Rubicam, the Packard ad- 
vertising agency, sent out a crew of 
six investigators to “Ask the Man 
Who Owns One.” 

Traveling by airplane, the survey 
teams covered every part of the 
country, talking personally with 


United Air Lines is proud ' 


owners of 1940 Packards who had! 


driven their cars 10,000 or more 
miles. Service costs obtained are 
being used in current advertising 


Chlorophyll to Baker: 


Berech and Burke Join 


American Chlorophyll, Inc., Alex- 
andria, Va., has appointed Lynn 
Baker Company, New York, to 
direct advertising of its vegetable 
extracts. 

J. H. Schenck & Sons. Inc., Phila- 
delphia, is conducting a campaign 
n Eastern newspapers for its Man- 
drake pills through the Baker 
agency. William N. Berech, former), 
with J. Walter Thompson Company, 
New York, has been appointed re- 
search manager, and John D. Burke. 
forme rly with Lord & Thomas, New 
rork, has also joined the agency. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 


be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


. loffice in charge of R. L 
on the part of all United States lines | 


Releases Film to Trade 


“Copper Dollars” is the title of a 
new sound slide film released by 
the Packard Electric division of 
General Motors Corporation to pro- 
mote Packard certified re-wiring 
service. The film, which will be 
shown to the trade by Packard sales 
representatives, points out the profit 
possibilities and merchandising as- 
pects of certified re-wiring, and is 
designed as a follow-up of the serv- 
ice instruction film, “Copper 
Nerves,” released in 1938. “Copper 
was produced by Associ- 
Sales, Inc., Detroit. 


BBDO Invades Coast 


Batten, Barton, Durstine & Os- 
born, Inc., has opened a Seattle 
Hurst, one 
time Chicago manager, and more 
recently in the Minneapolis office. 


Lemp Brewing Company Issues Short Wave Card 


A new rate card covering com- |} 


Extends Campaign 


Efforts of the Lemp Brewing 
Company, St. Louis, to bring its 
light lager and original lager beer 
back to popularity in the St. Louis 
territory have resulted in an exten- 
sion of the original campaign into 
three states, with newspapers and 
posters being used in Missouri, IIli- 


|nois and Arkansas territories where 


distributorships have so far been 
granted. 
Anfenger Advertising Agency, 


Inc., St. Louis, is in charge. 


‘Compton Adds Barnes 


H. S. Barnes, formerly 
Young & Rubicam, New 
been appointed an account execu- 
tive of Compton Advertising, New 
York 


with 


York, has | 


mercial international 
to Latin America, the first of its 
kind ever issued, has been released 
by the National Broadcasting Com- 
pany. Hourly rates, applying to 
Stations WRCA and WNBI, the two 
short wave stations owned and op- 
erated by the company, are listed 


broadcasting | 


at $300 in the Spanish and English | 


classifications, and at $180 for Por- 
tuguese programs. 


Hudson Made President 


Earl J. Hudson, general manage: 


of the United Detroit Theaters Cor- | 


poration, has been named president, 
succeeding George W. Trendle, who 
resigned last August. Mr. 
joined the chain in 1934 as adver- 
tising manager and executive assist- 
ant. 


Plans Tourist Campaign 

A newspaper campaign to attract 
American tourists to Nova Scotia 
will be conducted in May, June and 
early July by the Government Bu- 
reau of Information, Halifax. Copy 
in 27 newspapers along the Eastern 
coast, Middle West and in Canada 
will stress the accessibility of the 
province by boat and automobile 
and call attention to the prevailing 
rate of exchange favoring American 
currency. National magazines and 


|}sport and travel publications will 


Hudson | 


also be used. Cecil & Presbrey, 
New York, has the account. 


Gresham Joins Camera 


R. E. Gresham has joined the il- 
lustration division of Camera, Inc., 
Chicago photographer, in a sales- 
contact position. 


through mass production. 


erm concept. 


\ 


roi 
0 


WMT > 


MASS 


Nearly all modern economies have been achieved 


We think of it as a mod- 


But in advertising, mass production is 
as ancient as the art itself. 


The very first proclama- 


tion ever posted in a market place achieved mass 
production through the simple device of having a lot 
of people see every proclamation. 


With the development of printing and the growth 
of magazines and newspapers, the newer form of 


advertising became private—one 


impression of a 


printing press for the private perusal of one reader. 
It lost something of its essentially public character. 


But where public posting 


is employed, as in 


Criterion Service, a lot of people see one proclama- 
tion. Today a single display posted in a market place 


may be seen 80,000 times. 


That is mass production. 


When a single impression of a printing press is 
capable of producing 80,000 impressions upon those 
who see it, we achieve mass economy. Every step 


towards selectivity 


in media other than Criterion 


Service has been a step away from mass production 


and a step toward higher costs. 


Criterion Service posts displays in the market places 
of America—in the naborhood retail shopping cen- 


ters where people congregate to buy. 


It is the most 


ancient form of advertising and still the most effi- 


cient and most economical. 


Criterion Displays, four 


feet wide by eight feet deep, posted on framed, steel 
panels on leased walls of business buildings, cost 


only 10c per display per day. 


Criterion delivers cer- 


tified circulation at the unparalleled low price of $37.20 


per million 


CRITERION SERVICE 


NEW YORK 


CHICAGO 
SELECTIVE POSTER ADVERTISING IN NABORHOOD SHOPPING CENTERS 


BOSTON 
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Gotham Starts SIMPLICITY GAINS ATTENTION Former Head of end qoutel manager of the Ney TE am 


| York Times. 
s: Production of L. Bamberger & Co. epwarp B. BROWN 
Cotton Stockings 


Taken by Death | New York, March 26.—Edward 
oe. ee ae eo : 


Bangs Brown, who was associat 
Sam's effort to aid the cotton in- 


Se pes Newark, March 26.—William Jar-| with the Jackson & Co. agency her 
B ~ 7 f] se rett Wells, a director and former| died last week at the age of 62 
: utter isa mans avor in a president of L. Bamberger & Co.,| Until 1929, he was partner in his 
| died March 22 at his home in Mont- | 9wn agency, Brown & Farnswort} 
y |clair. He was 63 years old and had 
Silk Hosiery Compa! vill become 


sie ympany Vv - 4 ° 1% 'been active in retail merchandising | 
Sis Bowery Company will become TIE MMO ie LOM SSSA EL MMM Nc Yor and New Jersey tor ANA Members Tell 
201 .ent’s newly developed cot- 33 years. At the time of his death, | 
ton ernment a ee baked with plenty of butter — he was a director of Semserene |= of Value 


Known as “Government Style No. Broadcasting Service which oper- 


| “ig of Advertisin 
106," the new addition to the Got- ates Station WOR. hed e tis g 


dustry by repopularizing lisle hosi- 


ery will be put to the acid test be- f ad b y h H + 
ee eee ee  tood...thats why wise wives 


15 Gotham 


ham line is one of 56 styles de- Notable because it contains only type is this 24-sheet poster for Freihofer | Beginning as an accountant, he New York, March 28.—How i- 
veloped at a cost of $60,000 through Baking Company, used in the Philadelphia territory. Richard A. Foley Adver- joined R. H. Macy & Co. in 1906 as| vertising has contributed to th 
ie hit at vende te tha Cine tising Agency supervised production, which was handled by McCandlish. ‘assistant comptroller. Eight years | Govetagenens of four major indus. 
partment of Agriculture Other llater he became assistant general | tries since the turn of the centur) 
manufacturers may begin produc- Gotham does not intend to pro- Commodities Corporation. manager, rising to general manager | was outlined briefly here eeGny D) 
tion of the same or other styles ata | mote the lisle product as an all- Only about 45,000 dozen pairs of in 1917 and to executive vice- presi- | four past and present officers of the 
later date, several having already | round substitute for silk hose. It cotton stockings were produced last | dent in 1921. He was transferred | Association of National Advertisers 
indicated interest will be recommended for sports and year, according to the National As- | to Bamberger’s in 1931 when Macy’s | lat a luncheon feting the Advertising 
The Department of Agriculture is | outdoor wear, and Gotham’s pro- | sociation of Hosiery Manufacturers. “acquired the Newark store. He be- | Club of New York on its 35th birth. 

planning a nation-wide campaign | motion of the product will probably This amounted to only about one- | came president in 1933 and served | day. ; ; 
to introduce the new hose. A “Maid be confined to its own New York tenth of one per cent of the tota] | until his retirement a year ago. | Sharing speaking honors ere 
of Cotton” has been selected and | stores. 7 output. — es oe ib 
will make a 12,000-mile air tour as Government stockings will be - - OMe 
sn advance saleswoman for the | priced at $1 and guaranteed to last Siqndard Oil (Ind.) _ CLIFFORD TAYLOR si pon chong A. 9. cog yam vice- 
product. Her dress and accessories | far longer than silk hose. The price ‘ | New York, March 26. — Clifford | president in charge of advertising, 
will also be of cotton. The climax | will be cut in half for housewives Opens Radio Program | Taylor, vice-president in charge of General Foods Corporation, Lee H 
of the tour will be a White House | purchasing cotton stamps through A Monday - through - Saturday, | Sales of J. E. Sitterley & Sons, pub- Bristol, vice-president in charg: of 
luncheon with Mrs. Franklin D.| the cotton stamp plan recently ad- | n0on-time radio program, to con-/lisher of Importers Guide, died advertising, Bristol-Myers Com- 
roosevelt. ‘vanced by the Federal Surplus tinue until June 15, was launched | March 22 at his home in Yonkers. pany, and A. O. Buckingham, v ice- 
; by Standard Oil Company of In- |He was 65 years old and had been president in charge of advertising, 


diana March 18 over 99 radio sta-| with the company for 15 years. Cluett, Peabody & Co. Acting as 
tions throughout the Central West | . ‘ 


\from Denver to Detroit. Everett | Mr. Taylor was associated with| master of ceremonies was Pau! H 
| Mitchell farm news commentator, | the American export trade for 40 West, ANA president. 


gives seasonal agricultural hints | years, having also served American Each cited instances in adem 
and rural news. Local agents of | Exporter, La Hacienda, and Gunn's advertising aided materially In the 
the company will distribute agri- | International Register. | expansion of his own industry, and 
cultural bulletins in connection with = enone erp to "" —. re- 
the program. | ceived by consumers through prog- 

Rts the series of programs 14} WILLIAM B. NASH ress made possible by national 
farmers from 14 states will be pre-| Boston, March 26.—William B.\ advertising. Proceedings wert 


sented with prizes for outstanding | Nash, 68, retired editor 
agricultural accomplishment. 


and pub-| broadcast by Station WMCA. 
lisher of the Rockland, Me., Daily Gumenengesitemime 
| Star and Machias Republican, died | 


Columbia Brewing at his home in Boston, March 21. Cudahy Resumes 


po oO | The Cudahy Packing Company, 
Ap ints Olian | which dropped its advertising of 
Olian Advertising Company, new- | ROBERT R. BERRY Cudahy’s Mineral Feed last fall, 


\ly organized St. Louis agency, has 
been appointed by Columbia Brew- 
ing Company to handle the adver- services were held here last week l are being used. The account 
tising for its Alpen Brau beer, | for Robert Read Berry, advertising | [handled by the Chicago office of 
Current schedules will be continued, | manager of the Pennzoil Company | Campbell-Sanford Advertising 
with emphasis on radio and outdoor} of California, who died March 15 
NUMBER SIX ... of @ series - COPY SERVICE advertising. | following an operation. 

Radio coverage will be increased | Mr. Berry, who was 40 years old, | 
by the addition of Station WREN, | ctarted work with American En- | ise Gam Sremelene offtes of Gerth 


Lawrence, Kans., to the present list, | 
which includes four St. Louis sta- graving & Electrotype Company | sceattio Advertising Agency has 
accounts of Monterey 


Los Angeles, March 26.—Funeral has resumed again this spring 
re ‘greta “e Farm papers of the Middle W: 


Banat) 2] ; i oF caer ee See a 


Company. 


When we say “Copy”—we don’t mean 


tions and six in other localities. A | here, later joining the staff of an| added _ the 


“ape-ing.”” It wouldn’t be cricket! We | special half-hour news program will oil company in Phoenix. Prior to| Brewing Company, Salinas, Cal., 
be introduced by the company over | Joining Pennzoil, he operated his) beer and ale; Clark Folding Boat 
‘ —" ee the recently added station. own advertising agency in Los An- | Company, San Francisco, and More- 
certainly couldn't live up to our “talent | obese oalee. iat ond Gattes Gan Prencle 
‘Business Research on chemical engineers. 


to originate—skill to produce” slogan if ‘Foundation Formed HARRY C. ADLER 
, , —DpY ‘ | Research work in the interests of Chattanooga, March 28.—Harry Gordon Scott Promoted iin 
we did. © We mean COPY ... the kind private business enterprise will be|C. Adler, 74, for many years an|,, Gordon Scott, a member sh o 
the function of the George S. May | executive of the Chattanooga Times a oven ey hardy ee 
but does not forget to Business Foundation which has just | died here last night. He was the nee Be pom wy 


Ee - > ; Sai been appointed manager of the Bos- 
been granted a non-profit Illinois | father of Col. Julius Ochs Adler. | ton sy Donald R. MacArthu: 


that sparkles 


. ; : charter. Offices will be opened at | i 
sell: the kind that has the authority of 122 E. 42nd street, New York. ang | nner of the Chattanooga Times | has joined the Boston staff. 
111 S. Dearborn street, Chicago. 
research, yet talks in plain language. e Subjects scheduled for early 
- I iil study by the foundation include | 
ee x ' bonus payment plans for supervisors | 
con PROOF? We produce—from stem to and executives, modern methods of 
market analysis, the effect of public 
—_ stern—the nation’s ace house magazine, opinion on business, and the value | 


fe of trade associations to business. Ra Dad 
1 * aa . j _——————— 
; booklets by the score, recipe books, y y 


Plans Fabric Campaign | 
aA broadsides, catalogs. e And we'll show Johnson & Faulkner, Inc., New and his 


York wholesale fabric house, is 

planning a consumer campaign to 

them to you. Just ask to have one of our be tied in with a special mailing 4i 

piece to decorators and space in one 

° , ° . — . clas agi , — Yr: “is 

idea crew bring “em in. We'll all benefit lass magazine. Albert Frank 
e Guenther Law, Inc., has the account 


Re-Appoints Goldman 


by the exchange of thought and ideas. 


I. A. Goldman & Company, Balti- 
; more, has been re-appointed to 
=, handle the advertising account of 
re Charles Hirshey Clothing Company, 
ac I)\ Baltimore and New York, maker of 
x TALENT TO ORIGINATE SKILL TO PRODUCE men’s clothing. The Goldman 
| \ | | agency handled the account from 
[i \ | 1934 to 1937. 


Wings Names Agency 

Wings Products Company, Tren- 
ton, N. J., has appointed Broom- 
field-Podmore, Trenton, N. J., to 
handle its advertising Women’s 
publications and point-of-sale ad- 
vertising will be used 


Printing —_ Opens 
G R Bardg “ti forme - 
president and gener: ral S be s manager 


. A LOU KwK FEATURE 
for Joh S Swift Company, has or- J - P ; 
Zat zed h wn con pany the Bard- i i ? band more thea a a s a aa -~ 5 A 


Printing & Publishing Com- 
pany, 105 S. 9th street. St. Louis | 
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Advertising Age, The National Newspaper of Advertising 


The simple editorial formula 


of Advertising Age is to gather 


and report the news with the 
largest editorial staff ever 


organized for that purpose. 


ABC-ABP Offices in New York, Chicago, Atlanta, San Francisco and Los Angeles 
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Fair Trade Act Made 


Basis of Suit 

An equity suit seeking court-en- 
{forcement of Pennsylvania’s fair 
trade act in the form of an injunc- 
tion against Harrisburg, Pa., chain 
of three drug stores has been filed 
n Dauphin County Court by Len- 
theric. Inc., perfume maker, New 
York 

Philip H. Caplan, Stanley H. Cap- 


lan, and Joseph H. Caplan, indi- 
vidually and as co-partners, are 
named as defendants in the sult. 


Complaints against the Caplan 
stores were filed by W. D. Cana- 
day. Lentheric 
harge of sales; Preston A. Paul, 
president of the Pennsylvania 
Pharmaceutical Association; Chaun- 


cey E. Rickard, secretary of the 
same retail druggists’ group, and 
two other shoppers, who claimed 


they bought a bottle of perfume in 
each of the Caplan stores at 89 
cents, while fair trade listings place 
the minimum resale price of the 
article at $1. 


Scored Coupons Used 
in Business Paper 


The April issue of Nation’s 
Schools, Chicago, includes use of a 


new experimental device designed | 


to encourage coupon clipping by 
readers who do not wish to muti- 
late the reading matter in their 
periodicals. 

The device, on which patents have 
been applied for by J. W. Cannon, 
Jr., sales manager of the publica- 
tion, consists of a small perforated 
coupon inserted below advertise- 
ments. at the right or left-hand 
lower corner of the page. About 20 
advertisers are using the coupon in 
the April issue. 


Release “CP” Film 


As a part of its 1940 promotiona! 


program for “CP” gas ranges, As- | 


sociation of Gas Appliance and 
Equipment Manufacturers has re- 
leased a new technicolor sound film 
entitled, “‘The Parade to Profits,” 
The film, consisting of a series in 
newsreel style, aims to show that 
the 22 sales features of the “CP’” 
gas range are superior to the price 
appeal. It is now available to gas 
utility sales outlets. 


A GRACIOUS HOST 
FROM COAST TO COAST 


- &. KIRKEBY, Managing Director 


KIRKEBY 
HOTELS — 


— 


vice-president in| 


No Blitzkrieg in 
Music Battle; War 
of Words Continues 


(Continued from Page 1) 
misleading” by BMI, which pointed 
to the same NBC survey as indi- 
| cating that only 20.7 per cent of all 
sponsored time is devoted to music. 

Meanwhile ASCAP did a little 
refuting on its own account, criti- 


|cizing Neville Miller, president of | 


the National Association of Broad- 
'casters, for “either purposely or 


| accidentally reporting ASCAP’s re- 


| ceipts from radio at a sum $1,000,- 
| 000 greater than they have ever 
| been in any one year.” 


“A successful newspaper pays its! 


| star writers, cartoonists and other 
editorial employes who attract its 
readers salaries commensurate with 
their value to the paper,” declared 
ASCAP. “But the networks who 
control the new advertising medium, 
radio, wish to procure the music 
which is its lifeblood, and which 
attracts its listening audience and 
its advertisers, for practically noth- 
ing.” 


CBS Gets Hot 

The ASCAP-broadcaster feud also 
broke out in an acrimonious ex- 
change of correspondence between 
William S. Paley, Columbia Broad- 
casting System president, and John 
te Paine, general manager of 
| ASCAP. The latter charged Edward 
Klauber, CBS executive vice-presi- 
dent, with “discourteous” conduct 
and “abuse of an invitation” be- 
cause he left the meeting called by 
ASCAP last week to present the 
new proposal to network and inde- 
pendent station officials. Mr. Paine 
asked that in the future someone 
other than Mr. Klauber represent 
CBS in discussions with ASCAP., 
Mr. Paley replied that it is impossi- 
ble for Mr. Klauber to “behave in 
the manner interpreted by you.” 
He also declared that as executive 
vice-president, Mr. Klauber “has 
complete charge of such business 
matters as may arise between your 
society and this company.” He 
| added that “if at any time he 
chooses to delegate this function to 
someone else, that is wholly a mat- 
ter for his own decision.” 

The cooperation of advertisers 


‘ 


was solicited by Broadcast Music, | 


Inc., which pointed out that “an 


increase in the cost of operation of | 


radio is an increase that affects 
advertisers who are now paying 
ASCAP indirectly at the rate of 
$5,000,000 annually and advertisers 
will continue to pay indirectly or 
directly any increase that ASCAP 
sees fit to demand.” 

BMI called special attention to 
“the basic injustice of paying a fee 
for a program consisting entirely of 
speech, such as the broadcast of a 
sports event, or for a dramatic pro- 
gram where the music heard is of 
minor appeal.” Advertisers were 
urged to “align themselves with 
broadcasters and encourage per- 
formance of BMI music, thus re- 
lieving advertising of a monopoly 
| on music—the only material used in 
advertising on which a monopoly 
exists.” 


Opens Detroit Office 

| United States News has just 
|} opened an office in Detroit headed 
by C. O. Hurlbert, formerly in 
charge of the Western territory. 
| J. E. Dalinghaus succeeds Mr. Hurl- 
| bert as manager of the Chicago 
office. 


| Wood to Ames Envelope 


Earl Wood, formerly owner and 
| publisher of the Back Bay Leader. 
| Boston weekly, has been appointed 
|New York manager of the Ames 
| Safety Envelope Company. Pub- 
lication of the Leader has been sus- 
pended. 
| 


'F&S&R Promotes Jaeger 


| Ralph Jaeger, formerly associate 
art director of the Cleveland office, 
| has been named art director of the 
|New York office of Fuller & Smith 
& Ross He has been with the 
agency for eight years. 


THIS WEEK 


Index of Retail Activity in 
80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


Forstmann Names Ayer 
| Forstmann Woolen Company, 
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Period Period Period 1940 1940 Week Week salt Agenc. 
Pnded Ended Ended over over Ended Ended or ‘ ds 
City Mar. 26, 1938 — Mar. 25, 1939 Mar. 23, 1940 _1938 — _1939 Mar. 25, 1939 Mar. 23, 194) OSS sPACI 
Akron, O. .... 2,819,179 2,181,150 2,102,399 —25.4 —3.6 197,554 193,301 93 rd di 
Albany, N. Y.... 1,785,723 1,656,686 1,716,999 3.9 + 3.6 174,009 210,218 on § anen 
Altoona, Pa. 1,220,212 1,260,756 1,287,762 + 5.5 + 2.1 141,855 109,984 9° 8 atior 
“Atlanta, Ga, 3,367,392 3,711,946 3,261,608 “3.2 —12.1 353,906 280,952 208 sare 
Baltimore, Md 4,822,187 4,587,350_ 7 4,871,588 _ _ 7 ] a _ +6.2 472,485 _ 490,482 r we 
Birmingham, Ala ~ 2,758,196 2,799,384 3,137,260 +13.% +12.1 264,096 304,290 th. igh 
*Boston, Mass. 4,118,281 4,210,160 4,222,875 + 2.5 + 0.3 428,675 410,226 4 “g! 
Bridgeport, Conn. .. . 1,948,318 2,026,836 2,218,160 +13.8 +9.4 195,748 220,696 9° ~ , 
®Buffalo, N. Y 3,580,402 3,182,158 3,076,141 14.1 —3.3 373,226 298,121 20 erst 
Camden, N. J.. 818,678 815,000 1,209,300 47.7 + 48.4 92,159 101,989 ty 
Cedar Rapids, la 1,015,840 ~ 1,027,780. 1,041,669 | +2.5 +1.4 99,792 104,062 , tox 2 
Charleston, W. Va 2,365,749 2,233,119 2,148,420 a, g 207,018 238,889 
‘Chicago, Ill. 6,987,673 6,406,695 6,242,223 —10.7 —2.6 673,996 618,288 : 
Cincinnati, O. 3,422,195 3,525,083 ive 654 4 5 +1.5 394,939 47 926 1 eens 
Cleveland, QO. 4,226,349 3,815,421 4,1 19,995 _—_ o +8.0 a 353,190 => 379,110 ange 
Columbus, ©.— ~ 2,834,211 2,932,678 2,953,839 + 4.2 0.7 282,763 293,756 hoto 
Dallas, Tex. 4,708,520 4,662,772 4,484,187 —4.§ —3.8 431,055 434,642 Os ym] 
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Flint, Mich. ~ 1,677,676 1,797,942 1,844,52! Lo.s 2.6 165,648 167,300 ilcok 
Fort Wayne, Ind.. 2,282,322 2,244,599 2,406,740 + 5.5 + 7.2 229,614 251,426 thus 
- ', AS: Sawer 1,188,857 1,184,883 1,358,615 +14.3 + 14.7 133,984 139,982 efra 
Grand Rapids, Mich 1,927,608 1,918,888 2,023,727 + 5.0 + 5.5 177,884 180,01 3 ng 
Greenville, S. C.. 1,349,834 1,349,099 1,601,032 + 18.6 18.7 123,622 149,38 20.8 ts 
Houston, Tex. . 3,456,438 3,577,280 4,039,796 16.9 +129 284,718 403,948 41.9 told 
Indianapolis, Ind.... 3,459,734 3,442,430 3,844,512 11.1 11.7 358,736 355,068 0 
| Jacksonville, Fla. 1,918,952 1,946,826 2,116,828 +10.3 +8.7 167,734 234,945 4( 
| Jersey City, N. J.. 32,605 443,419 459,674 + 6.3 3.7 38,429 51,991 To | 
|} Kansas City, Kan 541,317 560,308 644,546 + 19.1 ~ 15.0 51,331 eae 07,47 1.4 ah 
Knoxville, Tenn... ~ 2,261,904 2,302,746 2,351,678 £4.06 + 2.1 220,276 266, 26+ ~ 2 / 
| Little Rock, Ark. 1,979,852 1,937,404 1,988,014 + 0.4 +2.6 154,910 195,538 26.2 f Mv 
| Los Angeles, Cal 5,114,848 5,627,823 5,978,660 +16.9 + 6.2 483,432 583,667 zf Lin 
| Louisville, Ky. 2,998,680 3,059,618 3,037,630 +1.3 0.7 330,985 323,545 - Sale 
|} Lynn, Mass. 1,774,724 »752,730 1,777,328 (1 +1.4 166,474 188,552 he 
|Manchester, N. H ~~ 769,888 ~ $30,860 _ 850,076 +10.4 + 2.3 79,982 101,932 27.4 tion 
Memphis, Tenn. 2,404,626 2,468,242 3,044,174 26.6 23.3 317,2 4 4 sin 
Milwaukee, Wis 3,369,478 3,235,366 3,571,571 + 6.0 + 10.4 39.9 4 
“Minneapolis, Minn 2,932,689 2,994,011 2,761,524 —5.§ 7.8 62,8 of 
Nassau Co., L. I., N. ¥ 446,801 497,107 463,977 3.8 e 2. 5 2,261 61 Ru 18.4 Ap: 
New Bedford, Mass.. ~~ 903,514 646,982 733,544 + 4.3 +13.4 60,900 $2,558 5. ra 
New Haven, Conn 1,978,816 1,973,258 2,102,058 6.2 +6.5 186,396 194,292 + 40 
New Orleans, La ; 4,102,508 4,286,118 4,415,154 + 7.6 +3.0 341,135 377,476 v4 has 
New York, N. Y 13,702,966 13,103,343 13,050,456 4.% ~0.4 1,143,300 1,322,722 0 nic 
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tochester, N. ¥ 3,152,153 ; 3,451,962 + 9.5 4.7 307,273 318,479 - 
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“Syracuse, N. } 905,513 067,96 1,513,995 67.2 ~ 41.8 1239.09 
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1 Akron Times-Press discontinued Aug. 25, 1935 & Spokane Press discontinued March 18, 1% 


Amet ar now combined 


° Linage of Daily with & St. Paul Daily News discontinued April 3! 

Record 10 San Diego Sun suspended publication Nov. -:. - 

Buffalo Times discontinued Aug. 1, 193! 11 Atlanta Georgian and Sunday American cea*' r 
4 Chicago Herald & Exat discontinued Aug. 23, 1959 lication Dec. 17, 1939. 

Milwaukee News discontinued Jan. 14, 195% 12 Linage of Syracuse Journal, now com! 
‘ Oklahoma News discontinued Feb. 24, 193% Herald, eliminated from 1938 and 1939 tota 


News-Times discontinued Dec. 28, 1935 Minneapolis Star and Journal merged Aut 


we 


Gets Paint Account 


Merchants and Manufacturers 
Paint Company, Louisville, has ap- 
pointed M. R. Kopmeyer Company. 
Louisville, to handle its account 


> --2= 


Open Own Agency _ 

W. D. Beswick and A. E. Brit” 
have opened their own agence), “ 
wick & Britton, in the Ha! 
bldg... Los Angeles. 


Passaic, N. J., has appointed N. 
W. Aver & Son, New York, to direct 


ts account. 


Site et eT i alt E si 2 ‘eee oR 7 a es ee = a ‘ ® re. yp 
Se ty 5 al rs om - . 7 ee a — 7 _— a - - ois A = ay. ae ns <i Re ‘ ee a . nae Se : Sa ee Sa ais ane : a Tne sa — he 
: — ee ry 
2 20 20 
x 1s Ss 
> fo 10 10 
5 5 
os a | - 
10 ‘1 
i is 2 is Y 
- 20 20 
a 
ir 
ae 53 
ae 
wa 
= 
Pi ay i 
a Pi , 
2 ee 
rare? 
te Ht oe™ 4On 
Pa &/ ¢ a ° 
k — 
ae ney TW A 
fee 8 1 ipbte ‘= 14 i) | 
—_— a oP n 
wae OY AS a? 
aes LS. ~ ih ‘ fy) e 
ray N Fee tl 
ae Es | | 
“Ss Nit Bar 
wma, eB Ba 
: ie, — T 
ram he Drake 
os TF the Blackstone 
6 ANG, 
° — oa <6 
Vig Wd, s 
e Ry. ; ~ 
~ fii} ob ae) ¥ ‘° 
; Pr 64 ye ¢ \\ 
‘ ox tor g 
K® AD? j 
tae a Ree 
sii J The lown house 
a“ as EAIR 
ié ea oe 
“hae & y ~~ a \@ 
3 ~ rye 7] \\\ @ 
whe a \s>\° 
Sa 1 ef cee 
ae SS = 
al y Vi) i] ] 
Gr Lo, | 
| — Banos 
= —E a | ee 
f , — : FY ae 
ae 
fas “eet a eee 6 os «ee PY Pe a Meee Pdi Me! ak MS te ERMC en eS OMS ee De Pg My 
Bet a ae Oe OR, a SD aes, Oe & SE at. Paar. Bia 


> we) ont 


April 


Ss 


ADVERTISING AGE 


ee LOS TERY 5 Ri eee at 
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The rates for this department are as follows: 


“Help Wanted,” “Positions 
Representatives Available,” 
ash with order. 


30 cents 


All other classifications (single insertion rates): 1 


$4 75 per inch. 


Wanted,” 


“Representatives 


Wanted,” and 
a line, minimum charge $1. Terms 
® in., $2.75; 1 to 3 in., 


POSITIONS WANTED 


\dvertising salesman trained by the 


hicago Tribune, 6 years’ classified 
xperience, desires change with op- 
rtunity for advancement. Enthu- 
jjastic, capable. Now earning $45 a 
veek Graduate June, 1935, Medill 
schoo! of Journalism, Northwestern 
niversity. Married, age 35. Prefer 
hicago or Pacific northwest. For- 
er resident of Idaho, Washington. 
romotion, publicity minded. High- 


references, | Frank 
Erie St., Chicago. 


Archer, 238 
East 


LAYOUT ARTIST 

NATIONAL ACCOUNT EXPERIENCE 
yrs LAYOUT—LETTERING—IL- 

LUSTRATING desires association with 

gency or manufacturer. 

sox 2082, ADVERTISING AGE, N, Y. 


sPACE SALESMAN with an “up” rec- 
rd during “down” years seeks per- 


anent connection with first class 
itional magazine. Wide acquaint- 

e in middle west through 41, 
ears’ successful selling experience 


r well-known publications. Can get 


igh recommendations from men in 
vivertising that you know. Can be 
id for moderate salary if proposi- 
tion looks promising. Will arrange 
vrsonal interview in Chicago vicin- 
ty For further particulars, write 
tox 2085, ADVERTISING AGE, Chgo. 


PHOTOGRAPHY 


1.000,000 stock pictures, all subjects. 
‘ver 1,200 correspondents execute 
to assignments anywhere in U. S. 
mptly, at low cost! 
Free-lance Photographers Guild 
“19 East 44th Street, N.Y.C. 
MUrray Hill 2-3810 


HELP WANTED 


Opening tor New York editor national 
trade publication on part time 
Applicant must have camera 
trade paper experience. 
Gramercy 55-1224, N.Y.C. 


basis. 
and 
Telephone 


Here's a Job—for a young advertis- 
ing man with agency outside of Chi- 
cago. The one selected will have had 
experience as junior in agency copy 
department or as assistant on direct 
mail in advertising department. Man 
who is willing to start at small sal- 
ary with chance for quick advance- 
ment desired 

tox 2084, ADVERTISING AGE, Chego. 


REPRESENTATIVE AVAILABLE 
PUBLISHER’S REPRESENTATIVE — 
experienced advertising space 
man, wide acquaintance, N.Y.C. Office, 
wants Eastern representation of 
leading publication, commission basis 
Box 2083, ADVERTISING AGE, N. Y 


sales- 


sos POST CARDS 
“PHOTO” POST CARDS 


Newest, most economical method ot 
displaying any product. Samples and 
prices on request Graphic Arts 
Hamilton, Ohio. 

MISCELLANEOUS 
Right down your alley when 


promotional dollar HAS to COUNT! 
Laurel Process! Illustrate to your 
heart's content—expensive Cuts, Type 
setting unnecessary. 
500 copies (8%x11") $2.63 
additional 100's 22c¢ 
Color work 


Quantity runs lower still 
specialists Request free instructive 


manual. In Metropolitan N . area 
ask for representative WaAlker 
»-05°6 

Laurel Process, 480 Canal St.. N.V.C, 


. * 

War on Liquor Fizzles 

The Society of Friends’ campaign 
to halt linking of “Quaker” with 
ilecoholic beverages has_ resulted 
thus far merely in an agreement to 
efrain from showing and advertis- 
ng Old Quaker in Pennsylvania, 
the Society’s annual meeting was 
told here. 


To Discuss Promotion 
William D. Nugent, vice-president 


ff Media Records, Inc., will discuss | 


Linage Records in Promotion and 
Sales Planning” at the luncheon of 
‘the New York Newspaper Promo- 
tion Group on April 3 at the Adver- 
tsing Club of New York. 


Appoints Earle Ludgin 
Chicago Title and Trust Company 
is appointed Earle Ludgin, Inc., 


hicago, to handle its advertising 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


0 So. Dearborn St. Wabash 8655 
CHICAGO 


Renews Radio Program 


The Chicago and North Western 
Railway has renewed its contract 
for the fourth year with Station 
WMAQ, Chicago, for the suburban 
hour radio program featuring Nor- 
man Ross. The program is on from 
7 to 8 a.m., each week day. 


Clinic to Hear Bernays 
Edward L. Bernays will be the 
speaker at the second printing and 
advertising clinic, sponsored by 
General Printing Ink Corporation, 
New York, on April 16. His sub- 
ject will be “Public Relations—A 
Challenge to the Graphic Arts.” 


Keller Takes New Post 

G. W. Keller has been appointed 
sales manager of field operations by 
Harvey-Whipple, Inc., Springfield, 
Mass., oil heating equipment Mr. 
Keller has been with the Edison 
Institute, New York, and was for- 
merly with General Electric Com- 
pany 


Cole Milling to JWT 

Cole Milling Company, Chester, 
Ill., manufacturer of Omega flour, 
has placed its advertising account 
with J. Walter Thompson Company, 
Chicago. 


The Hand That Holds Your Ad 
da pt In Front 


every | 


Readers ‘Chisel’ 
on Advertisers, 
Says Wiseman 


ing of Ads Shows Big 
Variation 


New York, March 28.—That 
| readers of advertising copy tend to 
“chisel” by perusing with interest 
the attention-getting and entertain- 
ing portion of the message and then 
failing to follow through on the 
product sales story was emphasized 
here today by L. M. Clark, Inc., 
tollowing an analysis of Continental 
Oil Company advertising during the 
past year. 

The study 
interpretative 
under the title “Clark Findings,” 
the first issue of which has just 
been released to clients of the re- 
search organization. The new serv- 
ice is edited by Mark Wiseman, 
president of L. M. Clark, Inc., and 
director of the Laboratory for Ad- 
vertising Analysis. 

During 1939 Conoco used black 
and white and color pages featur- 
ing largé, unusual _ illustrations. 
This technique underwent a com- 
plete change beginning with the 
January, 1940, copy when the layout 
consisted of six illustrations in vivid 
colors. It was found that the per- 
entage of readers who said they 
| re ad through that part of the body 
text containing the product 
had fallen perceptibly during 
course of the year. 


Visibility High; Reading Low 


It was considered significant that 
despite the high observation rating 
achieved by some of the layouts, 
notably that of a girl diver and a 
transparent fish, the attempt to lure 
the reader into the product story 
did not succeed noticeably. The 
test, confined to men, showed that 
ibout 55 per cent noticed the girl 
| diver, yet only about four per cent 
read through the product story. 
About 49 per cent of the readers 
noticed the transparent fish, but only 
five per cent got through the prod- 
}uct text. The January, 1940, page 
scored an observation rating of 40 
|} per cent, but a “read finish” per- 
centage of only two. 

“It is reasonably simple to arouse 
| curiosity and interest in an adver- 
tisement by a striking picture, but 
}much less simple to get the selling 
|text read,” Clark observed. “The 
| public seemed to have discovered 
that it can read the first third or 
half of a Conoco text for entertain- 
ment without having to be sold 

invthing, and the figures show that 
they 
opportunity.” 

The January advertisement made 
| this “chiseling” even easier by 
|separating the product story from 
the entertainment, the study added 

Other subjects covered in the 
initial issue of “Clark Findings” 
include an analysis of the attention 
value of half-pages, full-pages and 
spreads in magazines; reader re- 
sponse to four years of G-E Mazda 
advertising: the audience-building 
power of “pattern captions,” and 
brief comments on Casite, Marfak 
Pequot and Packard advertising 


Was one of 
presentations 


several 
issued 


story 


the 


3) ’ 

Grey Issues “98 Ideas” 
Grey Advertising Agency, 
York, has issued “98 Provocative 
Advertising Ideas for Manufactur- 
ers,”’ a bulletin containing examples 
of current advertising thoughts and 
practices. Covering various phases 


of advertising procedure, the bul- 
letin deals with such subjects as 
copy appeals, coupons, consumer 


contests and others. It may be ob- 
ing on a business letterhead to the 
at 128 W. 31st street 


agency 
Sampling Chicago Market 

Beech - Nvt Packing Company, 
Canajoharie, N. Y., is sampling the 


Chicago area with full-pound pack- 
ages of Beech-Nut coffee, sent 


through the mail and preceded by 
a personal letter 


Observation and Read- 


have taken advantage of their | 


New | 


tained free by any executive writ- ; 


Action on State 
Trade Barriers 


Washington, D. C., March 28.— 
Periodic surveys to determine the 
loss resulting from state barrier 
| laws was urged as a duty of the 
| U. S. Bureau of Foreign and Domes- 
tic Commerce by Philip Salisbury, 
| vice-president of Sales Management 
ind chairman of the committee on 
state trade barriers of the National 
| Federation of Sales Executives, in 
testimony before the monopoly 
(TNEC) committee here this week. 

Among other things, Mr. Salis- 
bury urged that the Federal Trade 
Commission be authorized to regu- 


late state standards laws which 
result in advertising and labeling 
misinterpretation. He also sug- 
gested that the Department of 
Commerce establish a_ reporting 
service which would advise busi- 
ness men of pending barrier legis- 
lation before state law-making 
bodies. 

Representative Hatton W. Sum- 


ners, a member of the TNEC com- 
mittee, observed that Mr. Salis- 
bury’s suggestions would cost a 
substantial amount of money and 
that if business men want services 
of this sort they should stop talk- 
ing about high taxes and high gov- 
‘roment costs 


250 Entries Chosen for 
Annual Exhibit of Art 


Two hundred fifty entries have 
|} been selected from the 6,000 sub- 
}mitted for the 19th Annual Exhibi- 


tion of Advertising Art sponsored 
by the Art Directors Club of New 
York. The exhibition will be held 


at 50 Rockefeller Plaza April 5-20 

The purpose of the annual dis- 
play is to place before the public 
and the profession a catalogue of 
the outstanding artistic work in ad- 
vertising. Selection is based on pic- 
torial rather than merit 
Chairman is Lester 
and consultant art 


sales 


director 


Paper Promotes Two 

Harry D. Keller, formerly classi- 
fied advertising manager of the 
Omaha World-Herald, has been 
made national advertising manager, 
succeeding Walter Stecher, § re- 
signed. Clyde C. Minnis, who has 
been assistant to Mr. Keller, has 
been made classified advertising 
manager - 


Sidener a Director 


Merle Sidener, board chairman of 
Sidener & Van Riper, Inc., Indian- 
apolis agency, has been elected to 
the board of directors of Noblitt- 
Sparks Industries, Inc., Columbus, 
Ind. The agency 
litt-Sparks as advertising and mer- 
chandising counsel for 17 years. 


Urges Government Tell ‘em Quick. 
Fulton Advises 


L. A. Adclubbers 


Angeles, March 26.—The 
whole tempo of American life has 
been speeded up to such a point that 
advertising must grab the prospect 
on the run if it is to make any im- 
pression at all, Kerwin H. Fulton, 
president, Outdoor Advertising, 
Inc., told the Los Angeles Adver- 
tising Club today. 

“The new tempo has altered our 
reading habits. People are so busy 


Los 


with other things that they gulp 
their reading in capsule form,” he 
said. “Our buying habits have 


changed. Super markets and self- 
service stores have spread to every 
city. Today the advertiser must 
show the customer a picture of his 
package, so he will know what to 
look for in the store.” 

Everybody wants a few minutes 
of the consumer's attention, but 
there aren’t enough minutes to go 
around, he continued. “To make an 
impression, the advertiser must 
pack a power house into a split-sec- 
ond sales talk because the prospect 


is a busy man. Worse yet, he has 
a bad memory. Even if he hears 
what you say, he promptly starts 
to forget it.” 


Mr. Fulton made a strong case for 
the use of pictures in advertising 
“The advertiser who tosses away 
words and gets his whole story into 


a picture has the most powerful 
sules talk possible. The picture 
affords the most attractive and 


forceful use of color, the strongest 
portrayal of animation, the most 
effective possible brevity, and, 
therefore, makes the most lasting 
impression. For sure-fire package 


identification it has no equal.” 


Progress Expands 


Progress Lithographing Company, 


|Cinecinnati, has acquired the litho- 


Beall, designer | 


has served Nob- | 


graphing division of Nivison-Weis- 
kopf Company, Cincinnati, and ma- 
chinery and equipment of the for- 
mer will be moved to the latter’s 
plant at Reading, a suburb. Charles 
Klein, who left Nivison-Weiskopf 
seven years ago to purchase the 
Progress plant, returns as president. 
Wood boxes and corrugated con- 
tainers will continue to be manu- 
factured by the company. 
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High Court Ruling | to jobbers licensed by the corpora- 
| tion. 

- The decision of the high court 

Restricts Sales dees not affect the corporation’s 

| privilege of exercising contro] over 

Control by Ethyl | what refiners shall buy its patented | 

earch 98.~A tetraethy] fluid, but once a refiner | 


Washington, D. C., M |has bought that fluid the subse- | 


patent monopoly does not give the | 
patent holder the right to exercise | j; 
control over secondary markets | 
under the terms of the Sherman | pejq. 
anti-trust act, according to a rul-| 


Court. The specific case before the | a]] 
court concerned Ethyl] Gasoline Cor- 


unlicensed jobbers were 
cluded from the market for 


poration and its restrictions on cus-| fluid. The terms of the agreements 
restrained the 


tomers, allowing them to sell only| with refiners also 


: ; Heretofore, under the terms of the 
ing of the United States Supreme | corporation's licensing agreements, 


| sale price of gasoline by establish- 


ing a differential between regular 
and ethyl gasoline. 


Agency Adds Two 

Century Insurance Company, 
Ltd., New York, and Pacific Coast 
Fire Insurance Company, New 


quent sale of it or products in which | york, have named Cowan & Deng- 
is used is entirely beyond the | ler, Inc., New York, to handle their 
control of the corporation, the court 


advertising. Raymond D. Parker 
is executive for both accounts. 


Joplin Joins Winter 


W. A. Joplin, who formerly oper- 


ated an agency in Portland, Ore., 


has joined N. A. Winter Advertising | 


Agency, Des Moines, Ia. 


| H Appy 552" Hebdomadiversary 


Mr. Kussell 


from (and w WEE 


552 weeks ago today Mr. Kussell, Boston fur 


merchant, chose WEEI’s Caroline Cabot Shopping Service for 


his first advertising venture on the air. Ever since that 


distant September day, ten years ago, WEEI and Caroline 


Cabot have been busy selling Kussell Furs, season after season... 


for 552 consecutive weeks. 


Mr. Kussell’s continued use of WEE]... the only Kussell 


advertising ... reflects a merchandising fact. Whether adver- 


tisers sell soaps or sables, WEEI delivers a market too big 


to saturate, too rich to exhaust. The 5,000,000 New Englanders \ \ 


who live in WEEI’s 32-county primary daytime area, 


and the billion and a half dollars they spend each year at retail, 


comprise more people and more dollars than are regularly 


delivered by any other Boston station. 


Fifty-six percent of New England dwells in WEEI-land... 


in the rea/ Boston market of Metropolitan Boston 
PLUS 27 just-as-important outside counties. Only 
WEE I reaches them all. And only WEEI brings them 


local programs of Columbia caliber backlogged ~ 


by the full CBS schedule. WEEI is “Columbia’s 


friendly voice in Boston”...and New England. 


WEEI Columbia’s Friendly Voice in Boston 


Operated by the Columbia Broadcasting System. Represented 


Nationally by Radio Sales: New York, Chicago, Detroit, 


St. Louis, Charlotte, N.C., Los Angeles, San Francisco 
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Consumer Contest 
Entries to Exceed 
Early Expectations 


| Chicago, March 28. — Constantly 


increasing interest is being mani- 
fested by advertising and merchan- 
dising executives, women’s groups 
and educators in the $1,000 contest 
| being sponsored by ADVERTISING 
AGE for the best programs for im- 
proving relationships between ad- 
vertisers and consumers. 

When the contest was 
veloped, 
entries would be an excellent show- 
ing, since the project, while not 
hidebound by rules, presents a real 
problem which could not be ex- 
pected to attract any considerable 
number of entries. However, 
although the closing date of the 
competition is May 31, entries 
already received indicate that the 
total number will be considerably 
larger than had been anticipated. 

The contest is open to everyone. 
with the exception of employes of 
Advertising Publications, Inc., and 
entries may take any form, length 
or shape the contestant prefers. 
Plans submitted may be entirely 
original, may now be in operation, 
or may be a combination of features 
of several existing activities. En- 
tries may be entered in the name of 
individuals, groups of individuals. 
clubs or organizations. 


first de- 


| VERTISING AGE will award $500 in 


the third best, $150; 
fourth best, $100. 

There is no entry blank to be 
filled out or other formality to be 
observed except that entries must 
be mailed or delivered to the Con- 
test Secretary, ADVERTISING AGE, 
100 E. Ohio street, Chicago, no later 
than midnight, May 31. 


and for the 


Nutone Appoints Agency 


Nutone Chimes, Inc., maker of 
door chimes, has named Lee-Stock- 
man, Inc., New York, to handle a 
promotion and advertising cam- 
paign in the metropolitan area of 
New York. Newspapers, business 
papers and direct mail are being 
used. Brendan Sullivan is the ac- 
count executive. 


Plan Apartment Campaign 


Building Owners’ and Managers’ 
| Association and Apartment Owners’ 


'and Managers’ Association, Phila- 
|delphia, have appointed Adrian 


| Bauer Advertising Agency to handle 
| a cooperative advertising campaign 
to increase apartment occupancies. 
Henry Haas is account executive. 


Foreman in East 
| Foreman Company, radio repre- 
sentative, will open New York of- 


| fices at 247 Park avenue April 15. | 


Chicago offices were recently estab- 
lished in the Wrigley bldg. 


it was assumed that 50) 


For the best plan submitted, Ap- | 


| cash; for the second best, $250; for | 


“Spur’ to Make | 
National Bow 
in Spring Drive 


Chicago, March 27.—Tests ‘ 

| cities have been so satisfactory }), 
| Spur, the company’s new soft dri; 
| will be introduced nationally jn ;, 
spring, R. W. Moore, presicen: 
Canada Dry Ginger Ale, Inc., Ne, 
York, disclosed last night ), 
address before the Illinois Many. 
facturers’ Costs Association. the 
meantime, the stage is being set ; 
construction of bottling plants ne. 
|important markets. Three wey, 
| opened last year, bringing the tot, 
,in the United States to 14. Poy 
others serve the Canadian marke: 
In addition, bottlers are licensed }, 
some areas. 

Cities in which Spur has bee, 
tested are New Haven, Har 


bu 
Richmond, Jacksonville, Dal): coal 
Rochester. In these experimen: 
Canada Dry offered Spur not on) 
in the familiar five-cent size, but ;; 


a 15-cent package for home cop. 
sumption. In some instances, th, 
introductory offer coupled Spur { 
one cent with the purchase of 

15-cent bottle of Canada Dry ging 
ale, while in others the offer wa; 
reversed. Sampling was used else. 


where, both the home-to-hom 
| method and coupons being em- 
ployed. 


Uncle Sam Plans 
Poster Campaign 
on Publications 


Washington, D. C., March 28.- 
| Uncle Sam’s Government Printing 
| Office is planning to display larg 
| posters in some 50,000 postoffic 
| throughout the nation to boost sales 
of some of its more popular publi- 
cations. 

Most popular of the 65,000 titles 
on hand are those of comparatively 
low price such as the booklet or 
“Infant Care’? which has sold tw 
and one-third million copies at 1! 
cents a copy. 
cations relate to child care, upkee} 
of the home and similar subject: 
of interest to consumers and _ the 
general public. 

Sales in 1939 totaled $928,000, a: 
increase of 71.8 per cent over 193% 


six years. Alton P. Tisdel, super- 
intendent of documents, told a sub- 
committee of the House Appropria- 
tions Committee recently that ! 
believed many more of their publi- 
cations would be best-sellers if the 
public knew they were available 
If the trial poster campaign bring 
results, others may be displayed 
| perhaps to the extent of developing 
;}a continuous campaign. 


Cuts Television Prices 

List prices of General] Elect! 
television receivers have been cu 
}in amounts ranging from $75 ' 
$200. 


—— 


(~) 


NO. 2 OR 


PROVIDE 


MIGHTY MIKE SAYS WEIL is 


THE DAYTIME IN PHILADELPHIA 


C. E. HOOPER SURVEYS 


BETTER 667% OF 


THE EVIDENCE 


WFIL is second ranking station or better six of the nine day- 
time hours between 9 A. M. and 6 P.M. This fact is shown 
conclusively in a new, four-month C. E. HOOPER SURVEY.’ 
Conclusive, too, are the success stories of WFIL's doy- 


time advertisers. Ask about 
them—and ask, too, about 
WFIL's attractive availabili- 
ties. There is one waiting to 
do a sales job for you, NOW. 


FOR LOW COST CIRCULATION 


* Complete details cA the Hooper Survey are set down in 


WFIL's mew leaflet 


NBC BLUE NETWORK 


REPRESENTED NATIONALLY BY EDW. PETRY, INC. 


laytime Dialing."’ Ask for a copy, now! 


* MUTUAL NETWORK 


Other popular publi- 


Nearly 13,000,000 books and publ- 
cations have been sold in the past 
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UNUSUAL ART GETS MUCH ATTENTION 


U 

ir 

g 

This unusual illustration featured a page advertisement for Grippers, new fasteners 

n- mede by Scoville Mfg. Company, which appeared in the April issues of Good 

ne Housekeeping and Parents’ Magazine. It has attracted considerable attention 

( as 8 persuasive use of picture-appeal. 

as PLASTIC HELPS DRAMATIZE COOLNESS THEME 

se 

me 

mN- 

ce 

pli- 

tle 

ely 

or 

ay 

bli- 

ee} This displey for Palm Beach suits, designed by W. L. Stensgaard & Associates, 

ects utilizes Monsanto plastics to create the transparent piece at the right center. The 

th man's figure was printed by screen process on a light mesh fabric, and the fabric 
was then placed between two sheets of rigid transparent Vuepak, which were 

or then welded together with heat and pressure. The result is an impression of 

93: coolness in perfect harmony with the product. 

b] 

on DOUBLE COVER IDEA GETS MORE COMPLICATED 

bl 

ble 

ng 


rom r 
INSeRAnc as o Fe 


£ 


Doub! 


eae © covers are getting common. When Advertising Age reproduced the 
"igity cover on the March Living Romances, Improvement Era reported similer 
ae beginning last year, by Beneficial Life Insurance Company, as shown above. 
on Wrigley goes @ step farther in the May Screen Guide with e back cover 
** reproduces the front cover illustration twice, thus tying up neatly with the 
J Doublemint theme. 


APPEARANCE 


PHOTO- 
GRAPHIC 


REVIEW 


SPARK PLUGS | 


IGNITION ENGINEERED BY IGNITION ENGINEERS 


One of four designs used in the spring poster campaign of the spark plug divi- 

sion of Electric Auto-Lite Company, which is now going up in Eastern and Central 

cities following early posting in the South. It will ultimately cover 415 cities. 
Ruthrauff & Ryan, Detroit, is the agency. 


WEEK 


PLAN SPRING DRIVE 


PROFESSOR CHECKS UP ON FOOD 


Cadillac-LaSalle's new advertising man- 

ager, Charles H. Betts, discusses one of 

the spring presentations with D. E. 

Ahrens (seated), general sales manager, 

and R. L. Rickenbaugh, sales promotion 
manager. 


Prof. Quiz, conductor of the Teel show for Procter & Gamble, takes time out 

after a recent broadcast to chat with Bill Anderson, Teel salesman in Chicago; 

Robert G. Jennings, vice-president in charge of radio of H. W. Kastor & Sons 

Advertising Company, the Teel agency, and Mrs. Quiz. In private life the prof 
and his wife are Dr. and Mrs. Craig Earle. 


POPULAR PIRATE 


NEW WHITE 


CLEANER LINE INTRODUCED 


This fetching female pirate, appearing 
on the 1940 Royal Crown Cola calendar, 
has proved a winner. Over 1,000,000 
have already been distributed, with re- 
quests still being received. Batten, Bar- 
ton, Durstine & Osborn is the agency for 
Nehi, maker of Royal Crown. 


Tuxedo white shoe cleaner and white shoe soap are now being offered to retailers 


by the shoe polish division of Hecker Products Corporation. The cartons are 
gold embellished with maroon, and carry a double-money-back offer if the 
cleaners smear, discolor, or rub off. 


HAPPY GIRLS EMPHASIZE CHESTERFIELD SALES POINTS 


New poster for Liggett & Myers Tobacco Company which is now going up throughout the country. It wes produced by 
McCandlish Lithograph Corporation through Newell-Emmett Compeny, Chesterfield agency. 
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© “ INTRODUCING A MAJOR 
EDITORIAL PROGRAM FOR 1940 


“AMERICA’S INDUSTRIAL FRONTIERS” 


Political America has tried every experiment— THE LEADERS SPEAK 


except that of creating more and better work for 


EVERYONE BENEFITS 


Introducing so significant a technical series is as im- 


everyone by encouraging the growth of science portant as the preparation of the messages them- Every manufacturer, every distributor, every retailer 
and invention. It has remained for Industry to selves. Accordingly, Mill & Factory invited four of will benefit from the improved opportunities for big- 
battle ahead, in the face of intense opposition; the nation’s leading industrial executives to give ger volume and better operation which these and 
‘ their views on the practical aspects of progress. ; 2 , 
and finally, to prove that in Private Enterprise They responded enthusiastically. These brief ab- other technological developments will bring. There- 
lies the answer to re-employment. stracts from their articles indicate the broad scope fore, to insure the broadest possible understanding 
‘ aka —— and deep significance of the series: of the findings presented in this series of articles, the 
Thus America's Industrial Frontiers’—Mill & Fac- PHILIP D. REED. Chairman of the editors and publishers of Mill & Factory have ar. 
tory’s major editorial project for 1940, and we be- Board, General Electric Company. “Pio- ranged for wide distribution of the complete port: 
: ; y : . neering for Bett Livin It é a . 
ae lieve, the most dynamic of Mill & Factory's pioneer male vanets Deer thay ee cas ities, folio of data, both before and after publication. 
iis ing editorial programs to date—will prove that de- sais at Ublibaiin waheliede. pheuien 
oie | featism can be licked. That it is being licked right and chemical laws, processes ana Again, as in the past, Mill & Factory will be widely 
Te, now in the nation’s mines, mills, laboratories and products will, year by year, yield it quoted. People prominent in public life will receive 
es factories. That re-employment’s weapons are prac- secrets in increasing number facts of tremendous practical value, as reference 
o 7 tical things—not the vague visions of political day- material for their public remarks. Legislators and 
q dreamers. ALFRED P. SLOAN. JR.. Chairman of political leaders will gain important technical am- 
PROGRESS IS PRACTICAL “s antag gon Motors we “Hew munition. Plant superintendents and foremen will 
; e 8 . . Progres . . P . 
San ateah Paxtt io ae af PrP find this down-to-earth material valuable in discuss- 
and other interruptions in the forward ing America’s industrial future with their employees 
work that has been and is now being created in the movement, which have always beer. and friends. American workmen will be given the 


ollowed by revived activity that car- 
ried us to new high planes of living 


development of more and better products for people 
to make and use. The man in the street will listen— 
for he can quickly distinguish reality from bunk. 

af ‘ When he sees Nylon hose, Buna rubber, a DC-4 Air 


facts with which they, too, can help to scuttle the de- 
featists who claim that America’s Industrial Frontier 
exists no more. 


| re Mill & Factory will show that the answer lies in the 


CHARLES R. HOOK, President, The 
% Transport, Lucite Goggles in the shop. Glass Cov- hee: cogs ahaa ll This powerful program of public education carries 
¥ ered Wire in motor field-coils, Dehydrated or Frozen and invention under our private enter- forward the editorial leadership that has been tra- 
— Foods in the grocery, Diesel Engines in truck tractors prise system have always been the ditional with Mill & Factory. First, intensive research. 
ts and Light Weight Streamliners booming railroad oe . ae and social — Second, irrefutable facts. Third, a powerful narrative 
2 : , One-fourth of all persons employed in 3 , 
passenger receipts he knows that real work is being Riess tnitew taht tin ie leanen style ... these are Mill & Factory's contribution to- 
created! industries absolutely unknown in 1870 ward helping America to Serve Itself by acting on 
CARRYING THE MESSAGE H. W. PRENTIS, JR.. President, Arm- imowlodge—net theory or guesswork. 
strong Cor ompany an resident, ; 
It is important, therefore, that Industry listens to the The National Association of Manufac- If you have not already familiarized yourself with 
turers America is a nation that oe a , 
Voice that is interpreting this message; that Industry has never been afraid of the thin: the 1940 editorial plans of Mill & Factory, take time 
examines and understands the full significance of — ee go poe now to learn why this magazine has such an extet 
these developments; that Industry makes it clear to i 3s . it are e sive readership—such an impressive record of ac: 
its workers exactly where America’s Industrial ee aaa Dooahan i arin complishment. You will leam why you, too, v™ 
Frontiers lie in 1940 . . . and the efforts being made sea Ror re ee want to have your company and your product 
by Industry to conquer them. the envy of all the rest identified with Mill & Factory. 


A CONOVER-MAST 
PUBLICATION 
* 


Advertising Offices: 


; New York: 205 East 42nd St. 
mei Chicago: 333 N. Michigan Ave. 
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